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Building Center Store Gives Dealer Sales Control 


see page 54 











NO. 1058 BY-PASSING DOOR LOCK 
An Ex sive Patented Des 


Positive ac | olor arena inalel:) au km e [st-]asiem com colareler= 


e Easy operation. One-half turn of key locks or 

s door e Key required to operate lock. Elim 
nates. possibility of locking closet and leaving 
key inside e Quick, easy installation. Simply bore 
one hole e Smart, modern design « Housing and 
ock ring of solid brass e Cadmium plated steel 
strike e Four popular finishes « For all by-passing 


U.S. Pat. No. 2,717,512 


\) [; 
vterling 


HARDWARE 


FOR LITERATURE AND PRICES WRITE TO: 


RICHMOND, ILLINOIS 
See our catalog in Sweets Architectural & Light Construction files 





NO.1036 POCKET DOOR PRIVACY LOCK—Tubular Type 
Perfect for bathrooms and bedrooms « To secure 
fofolelaum-yinnl lA cer aam rover diaremelenacolamelamial-jie(-melmaclelan 
Lock will engage strike even with some misalign 
ment « Emergency button on outside of room 
permits unlocking with screw driver or coin e Edge 
plate has easy-to-grasp drop ring « Simple instal 
lation. Only 2%° backset « Solid brass or bronze 
pulls, edge plate and strike « Steel parts cadmium 
plated e Four popular finishes e For wall pocket 
doors 1% or 1% 


NO.1037 PASSAGE LOCK 
Same as No. 1036 but with locking button on both 
sides e For 1%° doors only 
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Crestline Casements 


TEErY MAY LOOK THE SAME 


BUT... CRESTLINE windows pay off in 


* better quality and more profits 


...and there are other differences, too! 
At first glance most wood windows look 
alike. The payoff, however, is at the cash —Y Uo 
register! That’s where CRESTLINE differs 
from the rest, because CRESTLINE gives 
you lower prices and greater mark-ups. In 
short, more profit per unit sale! CRESTLINE 
is famous for quality, too. 
Now ask yourself this question: ‘‘When eR 
I can sell a finer quality window for less than 
my competitors and still make more money, 
why settle for less?’’ 
Buy Crestline direct and sell the win- 
dows that mean greater profits for you and 


better values for your customers. Profit MORE... buy DIRECT! 


SEE US AT BOOTH 529, NRLDA SHOW, CLEVELAND, NOVEMBER 14-17 


For more information write 


THE CRESTLINE COMPANY °¢ Wausau, or —_ 


ees Sr 


DOUBLE-HUNG REMOVABLE SLIDEBY STACKING AWNING CASEMENT 
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Whatever your paneling needs . . . select from the 
EVANITE BIG THREE at your jobber’s! 


NEW EVANITE POLY-CLAD PLYWALL 


Half the usual cost of fine wood 
paneling! New baked-on Poly-Clad 
finish protects against fading, mars, 
scuffs and stains. Plywall products 
plants are at Ft. Wayne, Indiana 
and Corona, California, 


EVANITE FIR PLYWOOD 
Evans quality—DFPA grade- 


marked—assures you of the finest 
interior and exterior fir plywood. 
Has unlimited building applica- 
tions. Evans is a member of the 
Douglas Fir Plywood Association. 


EVANITE DRIFTWOOD HARDBOARD 


Completely factory-finished in a 
handsome “Driftwood” ivory tone, 
popular Evanite hardboard comes 
in a variety of textures, is econom- 
ical and easy to install. Hardboard 
plant is at Corvallis, Oregon. 


It pays to buy Evanite Building Products from your Plywood Jobber 


EVANS PRODUCTS COMPANY ¢ PLYMOUTH, MICHIGAN 
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WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
e 


vr. 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During recent months, you have seen 
dramatic evidence of DSC in the land 
development articles in American Lum- 
berman. In the months ahead, we will 
show how careful store planning can also 
lead to Dealer Sales Control. These arti- 
cles will detail the newest tested mer- 
chandising methods and display ideas 
that any dealer can adapt for himself. 





Something to 
think about... 








¢ While interviewing lumber dealers on 
sales of aluminum siding (for a story 
which will appear in our next issue) 
American Lumberman reporters were 
sometimes met with diatribes about metal 
building products. Their opinions were 
often nothing more than misinformed 
personal prejudices. 

Every man has personal and narrow 
choices—in religion, women, even build- 
ing materials. But is it safe for a re- 
tailer to close his mind completely to a 
line which he doesn’t sell at the moment? 

Is loyalty to wood still an admirable 
trait among lumbermen? The fact is that 
homes today are built of many mate- 
rials. And it could be that the products 
which you might personally dislike will 
become the preferred material of your 
customers. 

Architects and builders, perhaps, have 
a license to rigid and strong personal 
preferences in materials. But isn’t the 
retailers’ job that of supplying customers 
with any and all materials which the 
customers prefer—or at least those 
they think they prefer? 

If nothing else, an open mind about 
new products will enable you to learn 
the strength and weakness of new prod- 
ucts, so that you can more effectively 
compete against them if you wish. 
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Now “brighter’’ than ever! — even more dramatically 
THE THINKING MACHINE OF AMERICAN BUSINESS 


_sesesonanll amano 


the latest 
advance 
in fully 
automatic 
Calculators 


New Friden Model SBT 
has touch-one-key simplicity 
you'll be amazed to see! 








Watch this new model Friden ‘Se a 


EXCLUSIVE 
FULLY AUTOMATIC 
MULTIPLICATION 


Touch one key after set- 
ting both factors, proved 
answer appears in dials. 
It’s clearly shown in so 
many ways—the Friden 
performs more steps in 
figure-work without 


eo 
AUTOMATIC 


CHAIN 
MULTIPLICATION 


Flick of a key auto- 
matically transfers 
products from dials 
to keyboard for fur- 
ther calculation, 
eliminating many of 
the intermediate 


save manual and decision steps in any figure-work 


problem. For example, note time saved by: 





AUTOMATIC ACCUMULATION 
OF INDIVIDUAL EXTENSIONS 


Touch of a key automatically 


AUTOMATIC ROUNDING OFF 
OF FRACTIONAL CENTS 


steps in multiple- 
factor multiplication. 


transfers individual exten- 
sions to storage dials, adds 
or subtracts as required, and 
produces a grand total. 


Operator merely sets a dial 
—in any of six positions — 
and machine automatically 
rounds off fractional cents 


operator decisions than 
any other calculating 
machine ever developed. 


ee? 


to the nearest full cent. 








Brighter’ calculators 
are one of the ways... 


e Ror the systinwe 
Cost-saving office automation begins with the fully 
automatic Friden Calculator! Call your nearby Friden 
Man or write Friden, Inc., San Leandro, California... 
sales, instruction, service throughout U.S. and world. 


FRIODEN SitveRrR ANNIVERSARY ° eae AE See 
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PERSONAL VIEWPOINT 





Home Center Stores 


When this publication planned the first full-scale model showroom 
for the 1956 NRLDA Exposition we nailed to the mast a basic view- 
point for stores in this industry. Based on field experience and future 
dealer profits, we stated that the typical retailer should always have 
at least four basic areas on the store layout: 

1. A well-stocked, well-displayed hardware section with both build- 
ers’ and household hardware. Included in this department would also 
be both hand and power tools, plus paint. 

2. A better and more interesting display of building materials and 
all wood items. 

3. Model rooms to show the customer or prospect how materials 
look fully installed. While a kitchen might be a starter, we also sug- 
gested a bathroom and several other popular sales packages. 

4,.A planning center properly stocked with plan books, literature 
and magazines to spark big-ticket sales of new homes and remodeling. 

It is only human to be pleased that these principles are now often 
incorporated in new and remodeled stores across the country. Or again, 
that the term “Home Center Store” has been coined to describe a store 
offering these services to the customer. 

Actually, however, the real tribute should be given to the sound horse 
sense of today’s lumber dealer. He quickly began to understand that 
sparkling room setups and a planning center were the keys to more 
sales. Products, we know, are rarely sold individually until a customer 
decides that he wants “X” job to get underway. 

Proper display of building materials took a backseat to hardware 
in the period after World War II. Indifferent display largely resulted 
because hardware jobbers offered lumber dealers free store layout 
service. They emphasized their own lines, rather than building materials. 

It’s taken a long time for the old-line manufacturers of building 
materials to wake up and face their inferior display position in many 
yards. The plywood people were the first to show signs of life and the 
record shows that they found dealers receptive. Producers of ceiling 
tileboard followed with better, more adequate displays. And there are 
new things soon to come for the improved display of all your prod- 
ucts. We've seen, for example, a new idea for windows and doors, 
which we know you'll like. Our own research on the display of building 
materials is reflected in several features in this issue. 


What Lines To Handle? 


Here’s a question often tossed this way by dealers planning stores. 
The answer, we feel, shouid be based on a retailer’s sales objectives. 
If a true, one-stop showroom is programmed, it will be necessary to 
add lines not universally handled today by many yards, 

A word of warning is in order. Certain lines require very full in- 
ventories for sales success. You just don’t sample housewares, plumbing 
or electrical fixtures haphazardly. With lumber you know that a certain 
inventory is always required to handle the customer. It’s no different 
with new lines and expert assistance should be sought for inventory 
depth before a decision is reached. 

When we plan a store, we also carefully study local competition 
on new lines being considered. Too often lines are either ignored or 
or under-merchandised. The important thing is to keep an open mind. 
Today lumber dealers are selling, for example, carpeting, sporting goods, 
furniture, high fidelity cabinets and other so-called “left field” items. They 
may not be your cup of tea, but with producers scrambling for new retail 
outlets, many good deals are being arranged. 

One good guidepost is whether the item is nailed, screwed or at- 
tached in some manner to the home. Or again if the merchandise is 
needed for application, maintenance or beautification of the house. 

It’s becoming quite evident that the nation’s 30,000 plus lumber and 
building material dealers are being eyed by many manufacturers now 
largely selling to other types of retailers. Consider it a compliment. 
These people like your financial stability, standing in the community 
and many fine showrooms, often with plenty of parking space. Add the 
new lines with discrimination and only after you can honestly say that 
your present lines are well merchandised and under control. 


Gordon J. Lawler. 





Announcing Sisalkraft’s 


NEW, YEAR ‘ROUND 
WINDOW MATERIALS 
DEPARTMENT 


Displays... Sells... Dispenses 
Window 


*SISALKRAFT 
rektilen i daleth Mi telictalele 
in Winter 


* Screen Materials 
in the Summer 


FEATURES: 


See your local wholesaler or distributor about the special 
introductory offer which includes the Merchandiser and... 


SISA LK RAFT SISAL- GLAZE — semi-rigid, clear plastic glass 
ESKAY-LITE—clear, flexible vinyl 
SISALITE— all-purpose polyethylene 


AMERICAN SISALKRAFT CORPORATION 


Chicago 6 *« NewYork17 «+ #£xSan Francisco & 
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American Lumberman, November 9, 1959 


THE U. S. TREASURY'S NEW 5% NOTE issue has caused serious withdrawing of funds 
from savings and loan associations across the country. Savings and loans 
say the action will have a drastic effect on the money market .. - 
stalling the financing of many new homes. 

Continued use of 5% notes, and this seems likely, could rapidly dry up one 
of the few bright sources for 1960 mortgage money. 





FHA's new 5-%% insured loans, as anticipated, are still not attractive enough 
to encourage new money into the mortgage market. We anticipate no change 
in the situation through 1960. 








THE TREND TO MORE EXPENSIVE HOMES continues, says a joint report in the Federal 
Reserve Board at the University of Michigan. According to the survey, one- 
third of the families purchasing homes in 1958 paid $15,000 or more. 

The medium average was $12,300. Houses over $20,000 accounted for 1 in 6 
sales in 1958, compared to 1 in 12 in 1955. 
The average of 1959 will be just under $14,000, not including land or 


sales costs. 











SHIFTS IN CONSUMER SPENDING, reports the U. S. Department of Labor, has actually 
cut the percentage of money being spent for food but housing did better. 
In 1950, 33% went for food; now it's 28%. Housing in the same period went 
from 25% to 32.7%. 
While transportation, recreation, etc., all increased their share of the 
consumer's dollar, housing lead all these by a wide margin. 








PRESSURE-TREATED WOOD, checked by the Underwriters' Laboratories, is now rated 
non-combustible in 19 states. The roster includes Washington, Colorado, 
Wyoming, New Mexico, Illinois, Indiana, Ohio, Michigan, Missouri, Arkansas, 
Oklahoma, Kansas, Nebraska, N. Dakota, S. Dakota, Minnesota, Iowa, Kentucky 
and Tennessee. 

Fire insurance rates will now be virtually the same for masonry-concrete 
and masonry-wood structures. 


RETAIL CHAINS FACE A BATTLE for survival to keep up with competition from 
cooperatives and big independents, H. U. McNamara, President, National 
Tea Co., told delegates to a recent chain store convention. 
More employee efficiency was the only solution offered by McNamara to beat 
independents now given new strength by joint buying and merchandising. 
Recent American Lumberman research indicates that this is one of the few 
industries where independent merchants are not working together jointly 
and non-competitively on merchandising. There is a trend to group buying. 





FIREWORKS ON DISTRIBUTION ILLS are anticipated this month when the National 
Building Material Distributors meet at Chicago. There was an indication 
of jobber dissatisfaction on producer's policies earlier this spring at 
their meeting in Denver. 


LABOR BRIEFS . . . you don't have to provide insurance coverage for laid-off 
employes if the contract is silent on this point . .. you can't fire 
strikers guilty of misconduct during a strike after stating willingness to 
take back all strikers (NLRB) .. . You can fire an employe who conducts 
organized gambling in the yard, 

Special rules for the construction industry under the new Labor Act are 
bound to lead to conflict. Labor makes the unqualified claim that a union 
can legally picket or strike to enforce an agreement by a contractor not 
to sub contract work to non-union firms. 
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He made a profit 

on his cement sales 
—but he could 

have made more! 


His profit would have been greater if 
he had sold American Welded Wire 
Fabric with his cement orders. His cus- 
tomers would have been more satisfied, 
too—American Welded Wire Fabric 
adds 30% to the strength of slab con- 
crete, but only 10% to the cost! Con- 
tractors, builders, and architects will 
want reinforcement. You can supply 
it—and at a smart profit. 

We'll help you. American Steel & 
Wire is carrying on a nationwide adver- 
tising campaign to promote the sale of 





American Welded Wire Fabric to home 
owners, building contractors, and archi- 
tects. You can benefit from this 
campaign by ordering our free merchan- 
dising kit and promoting the sale of 
American Welded Wire Fabric among 
your customers. This kit contains ad 
mats, brochures, and direct mail pieces 
to help you sell this high-quality rein- 
forcement . . . to help you make the 
bonus profit on every concrete order. 
Send the coupon today. 


USS and American are registered trademarks 


(ss) American Welded Wire Fabric 


American Steel & Wire 
Dept. 9358, 614 Superior Ave., N.W. 
Cleveland 13, Ohio 


Rush me a merchandising kit, today, that will help me make 
extra sales and extra profits on American Welded Wire Fabric. 


NAME 
FIRM __ 
ADDRESS 


American Steel & Wire 
Division of 


United States Steel 


Columbia-Geneva Steel, San Francisco, Pacific Coast Distributors « Tennessee Coal & Iron, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 
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Show cudlemea tow W save... 





with made-to-measure 
Weyerhaeuser 4-Square 


You can perform a real service for your customers—and 
earn extra profits—by showing them how they reduce 
lumber waste and make cutting and fitting time a minor 
cost factor when they build with Nu-Loc. Go over their 
blueprints with them to get the exact sizes and widths they 
need—Nvu-Loc can be ordered to 22’ max. length, 24” max. 
width. In any size, it is remarkably free of cupping and 
warping, easier to handle and finish. 


Nu-Loc is made of selected pieces of kiln-dried lumber, end 
glued and/or edge glued together and finished to uniform 
smoothness. It is backed by over 20 years of research, testing, 
and development. You'll find it’s profitable to stock preferred 
sizes of Nu-Loc . . . and you can always get fast delivery 
on special sizes. Ask your Weyerhaeuser District Representative. 


Weyerhaeuser Sales Company 


First National Bank Building @ St. Paul 1, Minnesota 


Precision-machined interlocking 
end-joints are permanently 

bonded together with a light color 
waterproof exterior-type glue 
before finishing. 
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You can order kiln-dried Nu-Loc lumber products in 
clear grades of Douglas Fir, Western Red Cedar, 
West Coast Hemlock, and in inland woods: Ponderosa 
Pine, Idaho White Pine, Red Cedar, Fir and Larch. 


EXTERIOR WALL COVERINGS: 

Bevel Siding—Drop Siding—Vertical Patterns—Board and 
Batten—in lengths to 22’, widths to 12”. 

FINISH LUMBER: 

S4S or S2S—lengths to 20’, widths to 24” —4/4, 5/4, and 
6/4 thickness. 

DOOR JAMB SETS: 

$4S, dadoed, eased edges—in 4/4 and 6/4 thickness. 


CASING AND BASE: 


Standard patterns, cut to size or assorted lengths. 


MOULDINGS: 


Standard patterns, cut to size or assorted lengths. 








Because Nu-Loc is 
fully interchangeable 
with regular 

lumber for all 
non-structural uses, 
preferred lengths 
(such as 16’ and 18’) 
offer savings on 
almost every job. 





LUMBER AND BUILDING PRODUCTS 
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“Our Caltonal Adding Machine 


saves us ‘360 a year... 


returns 100% annually on our investment 


“Our National adding machine has 
given us remarkably efficient, trou- 
ble-free service since it was installed 
more than a year ago,” writes George 
T. Heery of Heery and Heery, Archi- 
tects. ““We’re convinced it is the ideal 
machine for an architect’s office. 
“Our National offers several ad- 
vantages. The keyboard is designed 


Nationals pay for themselves quickly through savings, then continue to return a 


for listing feet, inches, and eighth 
inches. As items are added and sub- 
tracted, eighths automatically con- 
vert to inches and inches to feet. Our 
National is easy to operate, fast, 
accurate, and dependable, and also 
helpful in our other figure work. 
“We wholeheartedly recommend 
the National Adding Machine to any 


HEERY AND HEERY, 
ARCHITECTS, Atlanta, 
Georgia are members 
of the American In- 
stitute of Architects. 


THE NATIONAL ADDING 
MACHINE, designed for 
architects, automatically 
converts eighths to 
inches, and inches to feet 
as items are listed. Elim- 
inates errors and saves 
considerable time and ef- 
fort for these architects. 


19? 


architect or businessman whose fig- 
ure work involves fractions. In accu- 
racy and speed our National Adding 
Machine saves us $360 a year. . . re- 
turns 100% annually on investment.” 


-? 

de ae 
Ley d Ahage 
Heery and Heery 


regular yearly profit. Your business, too, can benefit from the time- and money- 
saving features of a National adding machine. 
To learn how a National adding machine can save time and money in your office, 
phone your nearest National Branch Office or Dealer. Or, MAIL THE COUPON. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


[] | would like more information about the 


DEPT. AL-11 


National Adding Machine for architects. 
[|] Have your Representative call for appointment. 


Name 





Address 





City 


Zone State 





1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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Here’s enough 
Johns-Manville i422 GZcoHome Insulation 


for the ceiling area of an average-size home 


The four packages of lightweight 
Johns-Manville Fiber Glass insula- 
tion needed to insulate the ceilings of 
an average-size home can be loaded 
into a small car. That’s because the 
compressed packages of J-M Fiber 
Glass insulation take up less than 
30% of the space of ordinary blan- 
ket insulations. 


Your 34-ton truck can haul 
enough J-M Fiber Glass insulation 


for the ceilings of two average-size 
homes and still leave plenty of truck 
room for other building materials. 
Your costs for transportation are 
reduced. 

Compressed packaging of J-M 
Fiber Glass insulation also saves 
warehouse storage space and its 
light weight puts less load on floors. 


In addition to savings in trans- 
portation, handling and storage 


costs, you profit from a fast inven- 
tory turnover. Because of the grow- 
ing demand for J-M Fiber Glass 
home insulation, sales come faster 
and profits are increased. 


For the complete story on Johns- 
Manville Fiber Glass home insula- 
tion, see your J-M Representative 
or write: Johns-Manville, Box 111, 
New York 16, N. Y. In Canada, 
Port Credit, Ontario. 


JOHNS -MANVILLE 


Vi 
JOHNS-MANVILLE JM, 
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Medwood Venus Ceramic 
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ICE 


in Low-Priced 
Residential Locksets 


f-Full range of finishes: Brass, bronze, alumi- 


num, chrome, ceramic f-Highest Security: 
Five-pin tumbler standard on entrance locksets 
f-all sized escutcheons: Great variety, in small, 
medium & large decorative escutcheons further 
enhances entrance door beauty at lowest cost. 


Other complete lines of Builders Hardware, 
combination storm and screen door hardware 
for new and replacement sales, four qualities 
of sliding door hardware, cabinet hardware, 
and replacement casement window operators. 
The Yale & Towne Manufacturing Company, Lock and Hardware Division, White Plains, N. Y. 


YALE & TOWNE Sam 
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“Why chase 
them all? 
I know when I’m on the right track”’ 


DODGE REPORTS put you on the trait 


of the profitable contracts 


Thousands of contractors are discovering that Dodge 
Reports can be the key to more profitable bidding. Tired 
of relying on gossip...and waiting for invitations to bid 
...they’re using Dodge Reports to help them locate and 
size up building projects. With Dodge’s dependable infor- 
mation, they don’t miss good opportunities — and they know 
in advance which projects are right for them. 

You, too, will turn up better bidding opportunities in 
your area—through Dodge Reports. You'll know what’s 
coming up and when. You'll concentrate on the jobs you 
know will be profitable to you. You'll learn about the gen- 
eral contractors bidding on projects . . . who’s bidding on 


the sub trades . . . and which ones get the contracts. 

You get a separate Dodge Report on each individual 
project. The Reports are mailed to you daily. You get 
Dodge Reports only on buildings of the types in which 
you’re interested — in the area where you want to do busi- 
ness. They tell who’s going to build...what’s going to be 
built ... whom to see... when bids are wanted ... and other 
important facts. 

Let us show you how Dodge Reports can help you 
develop more—and better — bidding opportunities, and 
improve your profit picture, if you do business anywhere 
in the 37 Eastern states. 


SESE S ESSE E WRITE FOR FREE BOOK > 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL-119 


in the general markets checked below. 
[-] House Construction (J General Building 
[] Engineering Projects (Heavy Construction) 


Area 


Send me the book “Dodge Reports— How to Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 





Nome 





Company 


Dodge Reports 





Address mausdiiaiaaii 


eo} amt Mleal-1om—1-lillale| 





See 


Tame dal-m Orolal-idaeleondlolaliialoiet-14a 7 
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Natural Cherry 


3 distinctive 
wood patterns 


16 luxurious 
color tones 


sure-fire money-maker—Miraply!—finest wood paneling you’ve ever seen or sold! 


and Oak—and 16 truly luxurious color tones! 


If you’re missing out on pre-finished paneling’s soaring 
popularity, now’s the time to get your share with Miraply 
—the newest and finest pre-finished paneling. /t sells for about 
half the price of paneling of comparable beauty ! 

Not a paper or plastic laminate, Miraply is grand new prefin- 
ished hardwood plywood patterns... quarter-inch ... with each 
wood grain and color skillfully selected for its own peculiar 
elegance. Has wood’s carefree, durable, stain-resistant benefits. 


3 different wood patterns to choose from—Cherry, Walnut 


Write now for the name of your distributor! And start getting 
your rightful share of this profitable market immediately! 


MIRATILE MANUFACTURING CO., CHICAGO 20, ILLINOIS 


more patterns, more colors 
...see for yourself... 




















Here trey ae! (EC New, ERY WYs 
to.sell wood paneling lofi ef 


MIRAPLYS MIRAPLYS MIRAPLYS 


Beautifill, ovefree 


MIRAPLY’ 


NATURA NATURAL Ptetinihed hardwood plynood patterns 


Ki y gery 
mt aE | for Homes, Offices, 
4 . ri ROA | Stores and Institutions 
MIRAPLY is completely pre-finished, needs 
f } no sanding, staining or varnishing—no “on- 
i | the-job" finishing of any kind. 


SABLE SILVER BEIGE 
































MIKAPLY panels are perfectly matched for 
grain and color so there's complete uniform- 
ity from one panel to the next. 


MIRAPLYS fine furniture finish, a highly 
resistant lacquer, resists dirt, stains and 
grease-marks to retain a rich loveliness for 
years of carefree homemaking. 





DAWN GRAY 


MIRAPLY goes up easily, quickly in large, 
standard-size 4’ x 8’ panels by nailing to 
studding or cementing to existing walls. 


MIRAPLY is random grooved to fall on 16” 





RUSSET centers, half-grooved at the edges to hide 
LE A butt joints. 
f | i t Hg I | utt joints 
DEALERS! 





A oS i 7 WRITE NOW FOR ALL THE DETAILS ON 
pore PARCHMENT THIS NEW PROFIT OPPORTUNITY. . . PLUS THE 
NAME OF YOUR NEAREST DISTRIBUTOR! 
Circle No.1 on the Handy Cover Card. 

\ bf 

a MIRATILE MANUFACTURING COMPANY 

Ay) 8201 SOUTH WALLACE STREET, CHICAGO 20, ILLINOIS 

4 


CHAMPAGNE — MINK "Branches: Elkhart, Indiana » Whittier, California » Fort Worth, Texas 











isi ne aT 
- 2, 





Now famous interior designers sell 


Flintkote high fashion flooring for you 


Now comes the big breakthrough in 
selling flooring! Flintkote’s Collec- 
tion idea ties fashion to flooring, ties 
your sales to a skyrocket! 

Famous interior designers like 
Ceil Williams and Michael Greer 
(above), Eugene Tarnawa, and Vir- 
ginia Whitmore Kelly, are working 
with Flintkote patterns, creating 
new design ideas your customers 
will want to see. The Fall Collection 
is just the start! Other Collections 
—timed for seasonal selling—will 
follow. All mclude designer-styled 
Flintkote Tile-Tex* flooring pat- 
terns. 


*Registered trademark, The Flintkote Company 


Powerful advertising supports 
the promotion! Campaign includes 
full-color spreads iad pages in Bet- 
ter Homes & Gardens, Living for 
Young Homemakers and House and 
Garden. 

Sales Promotion too! In Flintkote’s 
Fall Collection Kit are reprints, ban- 
ners, display ideas—everything you 
need to make your store the dec- 
orating idea center for flooring in 
your area! For your Kit and full 
details see your Flintkote Flooring 
representative or write: The Flint- 
kote Company, Flooring and Adhe- 
sive Division, 30 Rockefeller Plaza, 
New York 20, New York. 


America’s Broadest Line of Building Products 
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fully-finished random-grooved paneling 


goes up fast over furring or existing walls 


Here’s the modern new paneling for dry-wall interiors, new or 
remodeled. Marlite Random Planks are 16” by 8’... 44” thick with 
edges tongued and grooved for easy handling and simple 

installation over old or new walls. Six completely new Trendwoods 
(Danish Birch, English Oak, Swedish Cherry, Italian Cherry, 

Swiss Walnut, American Walnut) complement any room, any decor. 
Moreover, Marlite’s melamine plastic finish needs no painting or 
further protection. It wipes clean with a damp cloth; resists stains and 
mars; stays like new for years. Call your wholesaler now, or write 
Marlite Division of Masonite Corporation, Dept. 1141, Dover, Ohio. 


wPno, 
mS ey 

S es 
5 a 


« ® ee 
Marlite plastic-finished paneling 
MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 


$979 
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AD MATS for Christmas Selling 


e Ideas for Ads 


¢ Complete Layouts 


¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 


have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested layouts and copy. 











































Package 2 
Theme and Project Mat 
Illustrations age No. 
Add-a-room (exterior) .......... 23 
Add-a-room (interior). 27 
Add-a-room (sketches) Ae 
PREIS TOOT ‘ecscseersssicsscedervase . 24 
Christmas, headline illus......... 33 
Dormer 25 
Entrance, before-after ............ 25 
Family-recreation room ....23, 32 
Garages 28 
Garage converted to room...... 24 
Get ready for winter........ ince ae 
Home improvement 

SIIRIEINE UID F ccdcepinneséetinstsosccnte 34 
NINCRIIIDN 'oscitiates eospiasoonlanSeibipbgtdes 25 
Kitchen 23, 26 
Modernization Magic .............. 25 
Money to loan 24 
Outdoor living 00.0... 29 
Paneled room ... so an 
PIARNING Wel pp ......0.ccccsevecvecccesee 23 
Plywood 31 
Roofing 25 
Screened porch ............:ccccsesse0e 24 
Warehouse sale ........................ 29 
Package 1 
Theme and Project Mat 
illustrations Page No. 
Add-a-room ......... , er eS 
Attic Rooms ............. 2, 12 
Christmas, general . . 19 
Christmas, recreation room oa 
Christmas, tools . 18 
Fencing .......006 ; 5 
Garage selection . ae 
Hardware ................ nvstte Sh 
Home workshop, tools . ae 
Home improvement for interiors..,. 21 
Insulation ...........0.. , 14 
Kitchen remodeling .......:.cc:cs 10 

3,13 

GIO gicecsccsenesoovesceaccvsscosescesovnrenscons 17 
Porch or breezeway 9 
Recreation rooms .................. 1, 12, 20 
Spring check-up eevee: 
Products and 
Applications 
Adjustable post oo... ccs 2D 
Blanket insulation ... » 3 
Caulking gun ........ 15 


Cedar closet lining . 
Ceiling tile, insulating . 
Ceiling tile, acoustical 





Products and Mat 

Applications Page No. 
Acoustical tile ..........:sssscseseees 27 
Awning, Window ..........:000 34 
Caulking 30 
Christmas patterns ............0 33 
Combination doors ....... 30 
Combination windows . . 30 
Counter top cereccccsseseesees core 20 
DOSES, TCOTIOF occceccencscecsccscseese 31 
TS eee 34 


Fence, picket ... 
Floor tile 


Hardboard, perforated 
Insulation, blanket ... 



































MAT NO. 340 

















See ADeervice Catalog No. 1 for other Christmas ad 
mats—hand tools, po’ tools, work bene! 
headline illustrations, others 











Insulation, pouring . ; 25 
Kitchen cabinets ..............00 23, 26 
Louvered shutters, interior.... 34 
Lumber, piece-price ..........000» 32 
Paint, exterior ..... coo 20 
Paint, interior ..... isos a 
Ping pong table... se 33 
Plywood ......0.. 27, 31 
Roof cement ........ wee 30 
Roofing, shingles eS 
Storm sash .... . 30 
Table legs ..... . 34 
Tools, hand ............ am oe 
Train table, plywood............0. 33 
Wall tile 

Weatherstrip .........:csscscssorsssees 
Wrought iron railing... ° 


Cornice, plywood 
Counter top . 
Cutting board 















Doors, combination . 

Doors, flush ... ns . 20 
Doors, folding o = 
Doors, interior ey 
Doors, louver ae . 21 
DOOFS, BCTEETL oo.sccssseveeceerers wine. © 
Fence, ornamental ............0000 5 
i, | Eee | 
FOOD, POGEH ceececcsoreccesegeoeessene 5, 22 
Fence, Wood and Wire 2.0.2.0... 
FIO tile ........0.000000000 eoscneoeneste 1, 10, 16 
Flooring, hardwood ........... ae 
Garages 7 
Garage door: 7 
Glass block .... ree 
Gutter and downspout .............0. 15 
Hardboard, perforated 21 
Hardboard, wall tile 


Hardware, builders 
Hose, garden .........: 


Insulating plank .... 
Insulating siding .. 
Insulation, blankets 
Insulation, pouring 
GFRGNS. saainnsncnmsunen 


Kitchen cabinets .. 
















Concrete mix 
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Knotty pine .... ay 
CARB OED: . ccceserscsoreseressesccssosenenccsssosecesoess 13 
Lumber .. 22 
Medi cabinets - 16 
Mortar mix ..... . 22 








CHRISTMAS TRADE should set new records this year. If you 
want your share of these extra dollars make plans now for 
consistent advertising. More dealers each year are discovering 
their expanded lines offer attractive, useful gifts. Just one of 


the ADservice mat pages promoting Christmas gifts in the 
lumberyard is shown above. Free catalogs giving more com- 
plete details are available on request. 























Paint brushes ................ 3, 13 Soe es eee “| 

Paint, exterior ......... . 3,13 | | 

Paint, interior ........ ~ 3, = | American Lumberman | 

Paint, masonry ............ : 

Paint, roller and tray :& a3 | yd E. ae St. 

Ping pong table cago 3, Ill. 

Plywooe ............. 1,9 j 

Plywood built-ins . e | (Circle pages desired) 

soeees oaaey panels : E | 

Plywi paneling . . | Pack 1 

Plywood train base . . 19 ackage 

Posts, fence ..... 5, 21 | 22 3: 4 5, 6% @ 10.10. IE I 

Roof coating ....... 23 \ 14, 15, 16, 17, 18, 19, 20, 21, 22 | 

Roofing, roll .... . 

Roofing, shingles . 8, 22 ca el a alias 

RDOUE BUND cncisreicneresrceriennerenerns . 4 ¥ 

Screen, window oie | entire package $82.50 | 

Screen, roll ........... ov, 

Shelving lumber ..... ore | Package 2 | 

oe of 88, 26, 28, Oh | 

gies, w <a ~ 

Siding, wood ...............8& 4 | 2, 30, 31, 32, 33, 34 

Stairs, disappearing ...... . 21 

Storm BASH oeccscesecenn 15 —_—___—_pages @ $3.95 

Tools, garden - 4 | entire package $44.90 | 

Tools, hand ..... — nvoenes Gy SO 

TOOIS, POWET oseeesseesssvsevssesesersennee 6, 19 | Cataleg Send free catalog___1 2 | 

Trellis 5 | j 

Wal0Ard ......scsscsseesesseres 2, 14 | Neme___ -— j 
| Address a | 
| City Stote___ | 
ae A SP ES SS SE SD ES ES ED ENS GY ES GD GD ED ! 

23 
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Fy CIAADQAAL 1075D. WHITE BLDG. 











PORTLAND CEMENT 
NON-STAINING 


U S E F U f in almost every type of building, both inside and outside. 


As architectural concrete units or as stucco or cement paint, it emphasizes architectural perspective 


and detail. It has a high light-reflection which gives beauty and special utility to many interiors. 


q Trinity White’s extra whiteness gives truer colors where pigments are added. 
Widely used in terrazzo for its contrast-y white and better color effects in either simple 
or ornate designs. Meets all Federal and ASTM specifications. Sell TRINITY White. 


as white )S~ 4 as snow 
<4 >) 


Y 
A Product of GENERAL PORTLAND CEMENT CO. « Chicago « Dallas +» Chattanooga « Tampa « Los Angeles 
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SIMPSON. 1075D, WHITE BLDG. 
SEATTLE 1, WASHINGTON 

Please send me FREE information on the following 
products: 

(CZ Acoustical-Insulating Board CZ Doors 


FROM SIMPSON -* __ = 


NAME 


NEW ACOUSTICAL TEXTURES COMPANY 
NEW REDWOOD FINISHES 
NEW CEILING HEIGHT DOORS 


ADDRESS 
CITY 


CLIPPED FROM MAGAZINE 


SIMPSON RESEARCH AND 
NEW PRODUCT DEVELOPMENT 
BROADENS YOUR PROFIT POTENTIAL! 


advanced in beauty @ ahead in quality 


Today, customers are more 
discriminating than ever and want 
economy, plus quality. You can give 
them both with the new Simpson 
products shown in this four page 
insert...they are designed to give 
builders and home-handymen a quick 
and easy way to make beauty, comfort 
and convenience an integral part of 
their homes. Why not put the sales 
power of Simpson research to work 
for you...offer all your customers 
the double advantages of finer 
building products, plus a better 

way of life, through wood and 

wood products! 





Rely on Simpson for the finest in Douglas Fir, Western Hemlock and Redwood Lumber; Acoustical, 


Insulating and Hardboard Products; Plywood and Doors; Wood Tanks and Pipe; Paper and Paper Products 
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RELY ON SIMPSON FOREST PRODUCTS 










® + Forestone Starlite 


» as 12''x 12” 
Forestone Fissured ye id *& - 
12x 12” or 12"'x 24” : 





’ 









oy # iy a 
ee * me fe. Nt’ ih 7 
pig RINGO ES 


“Se ant Tey eile my 
.* 5 % ats bs aie , 
, ng | r o* 














Forestone Driftwood 
22"8 32" 





Forestone Striated 
12"x 12" 















* 4 EXCITING FORESTONE* ACOUSTICAL CEILING TEXTURES 
4 SOUND WAYS TO BOOST YOUR ACOUSTICAL TILE SALES 


Builders, remodelers and home-handymen can now select the style of 
ceiling they want from four exciting Forestone textures! The deep- 
etched pre-finished tile surface can be repainted any color, now or in 
years to come, without loss of noise-control benefits or textured beauty. 
Strong national advertising, exceptional product quality and sensible 
pricing have made Forestone the preferred product in its field. You get 
easier sales and full profit mark-up with Forestone—check your Simpson 
Distributor for full details. Mail coupon on first page of this four page 
insert for free Acoustical-Insulating Board Catalog. Simpson Logging 
Company, Shelton, Washington. 





*Reg. U.S. Pat. Off. - U.S. Pat. No. 2,791,289 
The Original fissured woodfiber acoustical material 
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FOR BETTER BUILDING...BETTER LIVING! 


Lifecoat Autumn Brown 
Intensifies the deep, rich 
shade of natural redwood. 


Lifecoat Driftwood Gray 
Simulates the mellowing of 
redwood to a rich, gray hue. 





Member of California Redwood Association 














Lifecoat Clear Water Repellent 
Finest base coat obtainable t 
protect redwood’s natural beauty 





Lifecoat Sequoia Red 
Accentuates the natural grain 
and warm coloring of redwood 


NEW SIMPSON LIFECOAT REDWOOD SIDINGS 
OFFER YOUR CUSTOMERS MORE. 


Big news for dealers ... Simpson now offers six brand new redwood 
siding finishes ... three decorator colors, two prime coatings and a clear, 
water-repellent treatment. “Lifecoat” is a unique process that assures 
far greater penetration and bond than is possible with job-site applica- 
tion. Simpson “Lifecoat” saves one full finish coat, eliminates the need 
for back-priming and may be installed in any weather without harm. 
Ask your lumber supplier for details, or mail coupon on the first page 
of this insert. Simpson Redwood Company, Arcata, California. 


Lifecoat White or Neutral Primed 

Save one full coat of paint with smooth textured White Primed. 
if final finish is to be a color other than white, 

select Neutral Primed for easier coverage. 





Litho in U.S.A. 
on Simpson 


Sub. 100 White Wove 
Seaplane Offset 


Ribbon Lauan 


Available in 4 
handsome faces 


NEW CEILING-HEIGHT* DOORS AT MASS-PRODUCED PRICES! 


Simpson Ceiling-Height hollow core flush doors are a perfect answer 
to the architectural trend for spacious luxury in homes, offices and 
commercial structures. These new doors eliminate costly time-consuming Rotary Lauan 
overhead framing in the area where cracks frequently develop above 
standard doors... builders report savings up to $10 per opening! Spec- 
ify Simpson’s new Ceiling-Height doors, now mass-produced at little 
more than the cost of standard 6’8” doors. Mail coupon on first page 
of this insert for free copy of Simpson Ceiling-Height Door Literature. 
Simpson Logging Company, 2301 N. Columbia Blvd., Portland 17, Ore. 


*SPECIAL FEATURES: Simpson Ceiling-Height doors are made 
711” and may be end trimmed as much as 3” from top of door. Full 
width 53s” lock rail allows you to put lockset where you want it. 





Rotary Birch 
& Hardboard 
(Not shown) 








3 | oye) for als | 
Siver Band* 


% THE NAME ORANGEBURG AND THE SILVER BAND ARE REGISTERED TRADE-MARKS OF THE 


Orangeburg’s the Brand in Demand! 


For more sales and more satisfied customers it pays to handle 
genuine Orangeburg. Consistently backed by the biggest 


RANGEBURG MANUFACTURING CO 





campaigns behind any brand of pipe, Orangeburg is the See us at the 
name your customers know and ask for. They know it meets fad L 

modern building standards. Means speedy, low-cost installa- D 
tion and long-life in the bargain. Make sure you cash-in with Conventio 
genuine Orangeburg. Write Dept. AL-119 for Circular SA-44 1 


showing free Signs and Sales Aids. Orangeburg 
Manufacturing Co., Orangeburg, N. Y. * Newark, Cal. 











Orangeburg Manufacturing Co., Division of The FIINTKOTE Company, Manufacturers of America’s 
wed” Broadest Line of Building Products 
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GBH-WAY MODEL HOME on Earl Elijah Farm near Clarence, lowa, featured Weyerhaeuser Cedar cord exterior shakes siding, 
Rock Island millwork, Brammer kitchen cabinets. GBH-Way Homes is an outgrowth of Gonigan-Bass-Hill Lumber Co., Walnut, Ill. 


It is one of the oldest home manufacturers in the country. 


New Prefab Plans and Promotions 


Growth of preassembled components foreseen for 1960. 


CHICAGO. 


P REFABING AMONG DEALERS §$and 
wholesalers gets -a shot in the arm this 
month through these new developments: 
¢ In Cleveland this week two component fabri- 
cation systems are being demonstrated at the 
National Retail Lumber Dealers Exposition. 
This is the first time in the show’s history that 
more than one prefab system has been high- 
lighted on the program. 
¢ In Trenton, N.J., the Homasote Co. an- 
nounced a new “centralized building program” 
for its Precision-Built house components. The 
panels will be built by wholesalers and sold 
through retail lumberyards. 


30 


e Near Clarence, Iowa, at the “World’s Fair of 
Agriculture,” a lumberman’s prefab house was 
visited by 20,000 farmers. 

e In Kansas City, Ready-Made Buildings Inc. 
announced acquisition of a new manufacturing 
plant in DeSoto, Kans. and also revealed plans 
to sign up retail lumber dealers as “dealer-build- 
ers” of its factory-built homes. 

¢ In Wayne, Penna., a new credit plan that rep- 
resents a departure in the home building indus- 
try was announced by Main Line Homes, the 
prefab division of Main Line Lumber & Mill- 
work Co. 

¢ In Reading, Penna., Merritt Lumber Yards 
are supplying the first two-story home built from 
Lu-Re-Co (Lumber Dealers Research Council) 
wall panels made at the lumber company. 
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Model homes. Both the Heritage 
Home component plan and the Lu- 
Re-Co component system are being 
shown to dealers at the NRLDA Ex- 
position in Cleveland. A model home 
sponsored by Parents’ magazine, built 
from Lu-Re-Co component walls and 
roof trusses, will be on display. Fran- 
chised Lu-Re-Co dealers across the 
country will sign up at the Exposition 
to build this model home next spring 
in a merchandising campaign to pro- 
mote the retail lumberyard as home 
planning headquarters in each com- 
munity. 

Meanwhile, the high interest in new 
homes among rural folks was shown 
at the Iowa Farm Progress Show, 
held on a farm near Clarence, Iowa. 
More than 20,000 people lined up to 
inspect the “Prairie Lady” model built 
by GBH-Way Homes, Walnut, III, 
the prefab division of Gonigan-Bass- 
Hill Lumber Co. in Walnut. 

Firms whose products were fea- 
tured in the GBH-Way model home, 
and who also had displays in a nearby 
exhibit tent, included Weyerhaeuser 
Co., St. Paul, Minn.; Brammer Mfg. 
Co., Davenport, lowa; The Majestic 
_Co., Huntington, Ind. and Rock Is- 
land Millwork Co., Rock Island, III. 

Wholesaler plan. After 24 years 
experience with its Precision-Built pre- 
fab system, the Homasote Co. of 
Trenton, N.J., manufacturers, con- 
cluded that it is the wholesaler who is 
best equipped to prefabricate struc- 
tural house panels. F. Vaux Wilson, 
Jr. of Homasote is now lining up a 
new nationwide fabrication network 
based on the wholesaler. 

“The economics of both material 
costs and handling operations support 
the fact that fabricating of compo- 
nents is best centralized at the dis- 
tributor’s level,” Wilson said. 

“Probably the most important rea- 
son is that the distributor’s cost of 
doing business is just about half that 
of the lumber dealer. He is accustomed 
to carrying large inventories, giving 
him a price advantage. And he can 
make components available to dealers 
who could not fabricate for them- 
selves.” 

Wilson said that to fabricate com- 
ponents you need considerable space, 
employ a full-time shop foreman and 
a part-time man for detailing plans if 
the volume is not large. Equipment 
for a one-house-a-day operation, he 
said, will cost around $3,000. 

“Doesn’t it seem economically un- 
sound for 200 dealers in a 75-mile 
radius to be putting in shops when all 
of the component parts can come 
from the distributor at lower cost 
than the dealer can produce for?” Wil- 
son asks. 

According to Homasote studies, a 
saving of 4% is possible over field con- 
struction if a shop can operate at the 
rate of parts needed for one house 
per day; 20 houses would increase 
that to 12%; 40 per day to 20% and 
so on. 

“With a couple of hundred dealers 
buying parts from a distributor, he is 


house design was converted to the Lu-Re-Co component system by Mer- 
ritt Lumber Yards. Wall panels and roof trusses were made in the Merritt 


prefab shop. 





going to be kept busy all the time,” 
explained Wilson. 

One of the first wholesalers to par- 
ticipate in the new Precision-Built 
program is Union Roofing & Paper 
Co., York, Penna. Details of this 
wholesaler’s component plan for lum- 
ber retailers will be published in an 
early issue of American Lumberman 
together with progress reports on the 
Homasote component plan in other 
areas. 

Expansion. Ready-Made Buildings, 
Inc., of Kansas City and Joplin, Mo., 
announced acquisition of a manu- 
facturing plant in DeSoto, Kans., 
which will permit production of 1,000 
to 1,500 homes annually. This will 
double the production of Ready-Made 
Buildings, which is an offshoot of the 
Strieby Wholesale Co. in Kansas City. 

Robert H. Strieby told American 
Lumberman that Ready-Made Build- 
ings will solicit business from retail 
lumber dealers. The dealer will receive 
all housing components for any house 
design, including completed wall sec- 
tions, roof trusses, interior partitions, 
finished stair sections, cabinets and 
other built-ins and non-fabricated con- 
ventional materials to make .up the 
complete house “package.” 

As a supplemental service, Ready- 
Made Buildings will arrange for in- 
terim and mortgage financing. Aid 
in land acquisition for the dealer will 
also be available, Strieby said. 

“Our plan will put control of the 
building industry in the hands of the 
retail lumberyard,” Strieby said. 

Delayed payment plan. Financial 
“breathing space” is given to buyers 
of Main Line precut, panelized homes 
this winter, according to Ralph K. 
Madway, president of Main Line 
Homes, Wayne, Penna. This is a divi- 
sion of Main Line Lumber & Millwork 
Co., Wayne. 

Prospective buyers can choose any 
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Main Line home for delivery before 
November 30th and it will be erected 
without a down payment or a single 
mortgage payment until June of 1960, 
Madway reported. 

“Smaller manufacturers of precut 
homes usually close down or limit 
production during the winter. But 
since we operate year-around, orders 
received now will enable us to sched- 
ule manufacturing and building dur- 
ing the customary ‘slow’ season,” Mad- 
way Said. 

Lu-Re-Co. The popularity of two- 
story homes in the East has prompted 
Merritt Lumber Yards, Reading, 
Penna., to build the first home of this 
type using Lu-Re-Co (Lumber Deal- 
ers Research Council) components. 

The new model will be open to the 
public this month, according to T. 
Merritt Ludwig, executive vice-presi- 
dent of the lumber company. 


OHIO DEALER HEADQUARTERS now un- 
der construction in Columbus uses Lu-Re- 
Co (Lumber Dealers Research Council) 
components. The construction committee 
of the Ohio retail lumber association is 
composed of Homer Prakel, Paul De- 
Ville, William Stine, Dan Apel and Victor 
Johnson, all past presidents of the asso- 
ciation. 








Family Housing Conference Reveals Most 
People Prefer Wood in Their Homes 


WASHINGTON, D. C.—The average 
American family still likes wood in 
the house. This was evident in the 
1959 Family Conference on Housing 
in Washington last month. It was at- 
tended by teen-agers from the area 
and 40 husband-wife teams from 
across the country. 

In general the delegates agree 
on the need for individual privacy, 
quiet streets, accessible location and 
community facilites. The teen-agers, 
an innovation at the conference this 
vear, didn’t always see eye-to-eye 
with the adults on the layout of 
houses. 

The National Lumber Manufactur- 
ers Association, one of the spon- 
sors, said it found a majority pref- 
erence among delegates for a com- 


bination wood and brick exterior 
house, followed closely by wood and 
stone. 

NLMA also reported that home 
buyers are conscious of the extra 
space provided by wood frame con- 
struction and its easier adaptability 
to remodeling. 

Strong approval was expressed for 
wood paneling, kitchen cabinets, 
floors, room dividers and plank-and- 
beam ceilings. The latter type of 
ceiling was especially favored by 
Western and Midwestern delegates. 

Adults and teen-agers alike want- 
ed wood paneling and _ recreation 
dens. 

All agreed that if cost were not a 
factor they would prefer hardwood 
floors. 





Firms Expand and Merge 








Building Blocks Made 


RiCHMOND, VA.—A new “do-it- 
yourself” tool, the Cinva-Ram_ block 
press (pictured at right) will enable 
two people to make enough brick or 
block and tile in five to eight days to 
build a _ three-bedroom house, ac- 
cording to the tool’s inventors. 

One man operates the lever on the 
press. Another man loads earth mix- 
ture into the box and removes and 
stacks the finished block. 

The block can be made from com- 
mon earth. It is claimed that they can 
be produced for as little as a half- 
cent each. 

Distribution is being sought in the 
U.S. as well as throughout the world. 
The makers feel the tool is a natural 
for rural dwellers and urban handy- 
men. For more information, write 
Richmond Engineering Co., Dept. 
A.L., 7th & Hospital Streets, Rich- 
mond, Va. 


for Half-Cent Each 


REVOLUTIONARY block press looks much 
like an over-sized cookie cutter. Com- 
mon earth and 8% or less of a stabilizer 
(such as cement or lime) is shoveled into 
a metal box mold. Mixture is compressed 
by piston moved by hand-operated 
mechanism. 





BANNER NEWS—Standard Lumber Co., Denver, doesn't miss a bet in merchandising 
its new credit program. This big banner cannot be ignored by any store visitor. 
Standard offers time payments for purchases under $100 and also provides FHA 
Title | and Allied Building Credits financing. 
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* Southwest Lumber Mills, Inc., Phoe- 
nix, Ariz., plans immediate construc- 
tion of a 75,000 square foot plant on 
a 15-acre tract in northwest Phoenix. 
The new plant will produce corrugated 
board for use by the Dolan-Burrus 
Box Co., Phoenix, a recently-purchased 
Southwest Lumber facility, and for 
sale to other box manufacturers. 


* Pecora, Inc., Philadelphia, Penna., 
producer of tile adhesives and calking 
compounds, has opened its ultra-mod- 
ern, two-level manufacturing and 
warehousing plant erected on a two- 
acre site in Garland, Tex., a suburb of 
Dallas. 


* Construction has begun on a new 
three-story addition to the Chicago 
plant of Skil Corp., manufacturer of 
portable power tools. Scheduled for 
completion this fall, the new building 
will provide 32,540 square feet of ex- 
pansion space for machine shop oper- 
ations and storage and increase the 
total area of the Chicago plant to more 
than 300,000 square feet. 


* Building space and equipment to 
almost double the present plywood pro- 
duction capacity soon will be added to 
Weyerhaeuser Company’s Longview, 
Wash., plywood plant. Opening in 
June, 1960, the new facility will be 
used to produce plywood panels from 
western soft woods. 


* Desmond Bros., producer of Deft 
Wood Finish, has moved into its new- 
ly-constructed headquarters in Tor- 
rance, Calif. The new building includes 
the national sales offices, research and 
control laboratory and general offices. 
Deft is manufactured in the firm’s 
nearby plant in Torrance as well as 
in Alliance, Ohio. 


* Rising demand for its flooring prod- 
ucts this year has resulted in an expan- 
sion of production capacity by Johns- 
Manville Corp., reports W. R. Wilkin- 
son, vice-president and general mana- 
ger, J-M building products div. J-M re- 
cently constructed a new floor tile 
plant at Marrero, La., to serve is south- 
west market and now is construcing 
another new floor tile plant at Chilli- 
cothe, Ohio, to serve the midwest. 


¢ The Panelyte div. of St. Regis Paper 
Co., New York City, reports it is 
planning a substantial expansion of its 
industrial laminating plant at Trenton, 
N. J.; a widening of its manufacturing 
facilities at its decorative laminating 
plan at Kalamazoo, Mich.; and a mod- 
ernization and expansion of its thermo- 
plastics plants at Cambridge, Ohio; 
Dexter, Mich.; and Richmond, Ind. 


¢ President Norman Engman, Emco 
Specialties, Inc., reports Emco has oc- 
cupied a more spacious plant in Des 
Moines, Iowa. Stepped-up production 
will satisfy the rising demand for Em- 
co’s new tapered hardwood furniture 
legs and new scroll shelf dividers. 
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American RANGER 
Barbed Wire brings 
in the business ! 


When they come looking for a real bargain in barbed 
wire, show ’em low-cost USS American Ranger. Tell 
’em about its remarkable strength and durability. For 
here’s a lightweight barb that’s approximately as strong 
as regular 12}4-gauge barbed wire . . . and Ranger gives 
the same protection as a heavier gauge product. 

Yes, Ranger is a great bargain for all of your cus- 
tomers. And it is a good profit-maker for you. Just what 
yyou need to meet all types of competition. See your local 
American Fence salesman . . . or write American Steel 
& Wire Division, Dept. 9336, 614 Superior Ave., N. W., 
Cleveland 13, Ohio. USS, American and Ranger are trademarks 








American Steel & Wire 
Division of 
United States Steel 


Columbie-Geneve Stee! Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal and tron Division, Fairfield, Ala., Southern Distributors 
United States Stee! Export Company, Distributors Abroad 


USS AMERICAN Fence Posts USS AMERICAN Fence 


—available in three durable types. They drive quickly There’s more in use than any other brand. And here’s why: 
and easily for fast fence erection. Slit-wing anchors Proper galvanizing gives long service. Deep, permanent 
assure firm setting. They are ideal for permanent, weather curves keep it taut and neat in any weather. Hinge 
temporary or contour fencing. Display all three types joints allow it to flex when pressure is applied. American 
along with a few rolls of fence. Fence—the farmers’ all-time favorite. 
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MEN jn the news 


* Macklanburg-Duncan Co., Oklaho- 
ma City, announces a major shift in 
its top executives. L. A. Macklanburg, 
who has been president of the firm 
since its inception, has been elected 
chairman of the board. R. A. Macklan- 
burg, Sr., also one of the firm’s found- 
ers, has been named vice-chairman of 
the board. R. A. Macklanburg, Jr., 
has been promoted to president and 
W. W. Hulsey is now executive vice- 
president and director of sales. 
* Gerald S. McCarthy has been elect- 
ed executive vice-president of the 
Harbor Plywood Corp., Aberdeen, 
Wash. 
* Even T. Collinsworth, Jr., has been 
elected president of Carlon Products 
Corp., Aurora, Ohio. He _ succeeds 
William L. Abramowitz, who has been 
named chairman of the board. 
¢ Lawrence R. Klepper has been ap- 
pointed to the newly created position 
of marketing manager of The Kordite 
Corp., Macedon, N. Y. He has been 
product manager for the construction 
and farm div. of the firm for the past 
three years. 
* Robert H. Giertsen has been named 
to the marketing department of Stan- 
ley Electric Tools, a div. of The Stan- 
ley Works, New Britain, Conn. He 
has been merchandising manager of 
Stanley-Judd drapery hardware div. 
since 1958, 
¢ The Lufkin Rule Co., Saginaw, 
Mich., announces the appointment of 
George H. Day II to the newly created 
position of assistant to the president. 
Bernard Bock of Montreal, Que., 
was reelected president of the Na- 
tional Hardwood Lumber Association 
for a second one-year term at the 
group’s recent 62nd annual meeting in 
Montreal. Mark Townsend of Stutt- 
gart, Ark., J. P. Hamer of Kenova, 
W. Va., and Donald F. White of Oak- 
land, Calif., were named vice-presi- 
dents. 


¢ James G. Cheney has been named 
director of sales of Lumaside, Inc., 
Milwaukee, Wis. 


Retail Building Center Opened By 
Wisconsin Millwork Company 


APPLETON, Wis.—The decision to 
place more emphasis on consumer 
sales culminated last month in the 
opening of Standard Building Center, 
pictured above. Standard Manufactur- 
ing Co., the owners, have heretofore 
been known as producers of fine in- 
stitutional millwork. 

More than 5,000 square feet of 
selling space makes the Building Cen- 
ter one of the most impressive retail 
building material stores in the Fox 
River Valley. Over 12,000 people 
visited the new building during a three 
day open house. 

“Our new display-sales building will 
enable us to take on many new items 
and do a good sales job with them,” 
said secretary-treasurer Elmer Root, 
who is also president of the Archi- 
tectural Woodwork Institute. 

The tri-level building was built at 
a cost of approximately $15 per square 
foot. On the lower level is a meet- 


250 FEET OF LUMBER SELF-SERVICE becomes available to Phoenix, Ariz., home- 
owners when Entz-White Lumber & Supply completes its new shed, sketched above. 
Customers will enter through a turnstile, load their needs on carts and wheel past 
the cashier. Entz-White men will help customers load their cars. Everything is to be 


price-stamped by the piece. 
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ing room (32’x40’), a product dem- 
onstration area and employe recrea- 
tional facilities. The main sales floor 
has 5,120 square feet of display area 
and a general office (40’x56’) for 
bookkeeping, advertising, estimating 
and drafting. On the second floor are 
four large private offices and a 640 
square foot conference room, which 
can be divided into smaller rooms. 

Lighting gives 70’ candlepower 
throughout the sales area. The build- 
ing is climate controlled the year 
round, 

Built of western fir, glued and lam- 
inated columns and beams, the build- 
ing uses 2” solid timber tongue-and- 
groove roof decking, which is ex- 
posed as a finished ceiling. Over the 
roof decking is rigid insulation and 
builtup tar and white stone. 

The exterior wall consists of Cali- 
fornia redwood and %4” plate glass 
with no bearing or bracing walls. Rig- 
id column connections transmit wind 
forces to the foundation. The timber 
frame is completely exposed. 

James N. Lindenberger, Chicago 
architect and architectural consultant 
to American Lumberman, designed 
the new Building Center. Officers of 
the company besides Root are Victor 
P. Schmidt, president and Robert 
Schmidt, vice-president. 


(See articles elsewhere in this issue 
which describe the following new 
stores also designed by James N. 
Lindenberger: 

Nettleton Building Center in Cov- 
ington, Va.; Edward Hines Lumber 
Co. store in suburban Chicago and 
the co-op Building Center of Stand- 
ard Lumber Co. in St. John, Ind.) 
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BARCLAY 


gives you the most “in-demand” 
HIGH PROFIT PANEL 


No other panel fits the walls, the living plans of so many 

houses and families! It’s colorful, reasonably priced, endlessly 
durable. Barclay goes up swiftly over new walls or old. 

Hides cracks, never needs refinishing or painting. 


PRE-SOLD TO BUILDERS AND HOMEOWNERS with 
extensive national advertising. Barclay’s well-known 

(and exclusive) Melamine-Silicone “590 Process” insures 
resistance to heat, moisture, grime and stain... insures greater 
customer satisfaction. Panels quick-clean with a 

damp cloth, look new for years. 











Wide range of colors and styles in Tile, Streamline or Solid-tone 
patterns — 7 varieties of handsome wood grains. Complete 
literature available for the do-it-yourselfers. And plenty of 
beautiful profit for you. Contact your distributor now! 


Barclay is the ideal panel for hospitals, schools, 
Howekeeping) institutions and commercial enterprises — go after a 3 


as 


oe Ul 
‘> Guaranteed by ™ 


Sas Advratist® 


the remodeling jobs, new buildings too. 


BARCLAY MANUFACTURING CO., INC. Dept. AL11, Barclay Building, New York 51, N. Y. 
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NEW “SURFORM” TOOLS INTRODUCED—Stanley presented two new ‘‘Surform”’ 
forming tools at the National Hardware Show in New York City. Above, left, a 3/8” 
diameter round file for enlarging holes in wood, aluminum, plastic, asphalt tile and 
other similar products. Above, right, a new drum item or use with any %4” or 
larger electric drill or drill press. It is suggested for contoured cuts on window val- 
ances, decorative window boxes and certain items of lawn furniture. 


Changing Distribution Pattern 
Highlights National Hardware Show 


New York City—A record num- 
ber of buyers, representing the most 
diversified market in history, registered 
at the National Hardware Show this 
month. 

Among the outstanding changes in 
hardware distribution are more sales 
to lumberyards, super-markets, chain 
and variety stores, department stores, 
drug stores and retail automotive out- 
lets. Recent surveys show that hard- 
ware is now sold in over 200,000 re- 
tail outlets, in addition to many mail 
order sources. 

Total buyer attendance at the 1959 
National Hardware Show was a record 
45,000. Lumber dealer registration 
also was the highest in the show’s 
history, proving again the importance 
of the lumber retailer to the hardware 
industry and the importance of hard- 
ware to the lumber dealer. 

Jobbers interviewed at the show 
showed enthusiasm for lumber dealer 
business and stressed the importance 
of making available to him all the 
products they warehoused. Several 
distributors stated that lumber dealers 
were quick to realize the value of 
point-of-sale and other merchandising 
to reach both the contractor and the 
do-it-yoursef trade. One jobber de- 
clared that in the handyman field there 
was no better place to sell tools than 
in the lumberyard. 

Buying was brisk and above price. 
Delivery dates seemed to be the most 
important thing on the buyer’s minds 
at the show. Visitors registered from 
every state and 51 foreign countries. 

Frank M. Yeager, show director, 
stated that exhibitors found more new 
sales outlets at the °59 show than at 
any previous National Show. 

While manufacturers were trying 
for wider distribution there also was 
strong support for the hardware in- 
dustry’s prime goal in 1960: lower in- 
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ventories, more rapid turnover. Many 
producers offered packaged lines made 
up of only items with tested turnover 
records. Improved packaging was 
evident but played a lesser role than 
in previous years. 


Woodwork Group Elects Hoe 

Robert Hoe, Jr., Hoe Corp., Pough- 
keepsie, N. Y., has been elected presi- 
dent of the Architectural Woodwork 
Association, an organization of 500 
millwork manufacturers and _ their 
suppliers. 

Elmer Root, Standard Manufactur- 
ing Co., Appleton, Wis., immediate 
past president, was elected chairman 
of the board. 

Vice-presidents elected include Rob- 
ert H. Koll, Hartmann-Sanders Co., 
Chicago; Ralph W. Harrison, J. E. 
Chilton Millwork & Lumber Co., 
Nashville Tenn.; and Frank Delany, 
Metz Mfg. Co., Dubuque, owa. 

John Erickson, Erickson Building 
Supply, Inc., Clay Center, Kans., was 
elected treasurer. John L. Rose con- 
tinues as executive secretary. 

New. directors elected for a three- 
year term are D. E. Chapman, Gulf 
Millwork Co., Tulsa, Okla.; Charles 
H. Clark, W. H. Clark Lumber Co., 
Edmonton, Alberta; William Wurz- 
berger, C. O. Wurzberger & Son, Bal- 
timore, Md.; William T. Sutherland, 
Clarence Sutherland Co., Nashville, 
Tenn. 


Wood Scientist Retires 

MapIson, Wis.—Dr. J. Alfred 
Hall has retired as director of the 
U. S. Forest Products Laboratory. He 
has been succeeded by Dr. Edward G. 
Locke, former chief of the lab’s divi- 
sion of chemistry. 





Lumber Store in Big 


Camp HILL, PENNA.—A_ 7,200 
square foot retail store for the Otto 
& Hollinger Lumber Co., LeMoyne, 
Penna., opens this month in the big 
regional Camp Hill Shopping Center 
here. 

Kenneth Hollinger, vice-president of 
the lumber firm, said that the store 
will feature package home improve- 
ment displays as well as extensive 
hardware and self-service lumber. It 
will be known as the Otto & Hollinger 
Home Center. 

The store is 40’ x 180’, which 
includes a 40’ x 50’ pickup lumber 
and building materials section. Plans 
call for five full-time employes in- 
cluding the store manager. 

An outdoor area just behind the 
self-service lumber end will be avail- 
able for a model garage or a model 
home, Hollinger said. 

The $5 million Camp Hill Center is 
one of the largest in the region. It 
includes a complete Korvette junior 
department store. The lumber com- 
pany’s store is located between a ma- 
jor drug chain outlet and a leading 
food supermarket, a maximum traffic 
spot. Otto & Hollinger’s main yard is 
about two miles from the new branch 
store. 

Rental is on a one-year basis, based 
on a fixed figure up to a specified 


Shopping Center 


sales volume, then a percentage of 
sales. 

Richard Kauffman, manager of 
Otto & Hollinger, estimated that in- 
ventory for the shopping center branch 
will total $80,000. This will include 
two model kitchens as well as a full 
wall of paneling and other permanent 
building materials displays. 


NRLDA Labor Letters 


WASHINGTON—-A new service of the 
National Retail Lumber Dealers As- 
sociation is a series of labor letters, 
which deal with labor-management 
matters as they apply to retail lumber 
dealers. 

To correlate the association’s labor 
relations activities, president H. W. 
Blackstock has appointed a labor re- 
lations committee. Chairman is Joseph 
Fitzgerald, Edward Hines Lumber 
Co., Chicago. Other members are 
F. F. Blaisdell, F. F. Blaisdell, Inc., 
Red Bank, N. J.; H. W. Frey, Frey 
Bros. Lumber Co., Michigan City, 
Ind.; and Orrie W. Hamilton, South- 
ern California Retail Lumber Associa- 
tion, Los Angeles. 

Assisting the committee are attor- 
neys who helped draft the Labor Re- 
form law and who have served with 
the National Labor Relations Board. 
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Behr-Manning Co., Troy, N. Y. Dept. AL-II 
Masking Tape Please send me 25 BEAR Coloring Books without obligation. 
Display No. 15 
contains 12 rolls, 
1/a in. x 300 in. 





Name. 





Company 





Address 








Masking Tape 
Display No. 30 
contains 12 rolls, 
¥% in, x 25 ft. 


Masking Tape Deal 
No. M-59 contains 
an assortment of 
48 popular-price 
dispenser rolls of 
masking tape. Plus! 
A new 10-prong 
tape rack, 


Masking Tape 
Display No. 90 
contains 12 rolls, 
¥% in. x 90 ft. 








BRAND 


4 eye-catching ways to sell more BEAR tape 


These are salesmen. Good ones. Put them to work. Put them in your 
paint department. You'll get tie-in benefits. Let the power of suggestion 
start the sale. You clinch it — the quality way, with BEAR Tapes. 


BEAR TAPE 


BRAND 
¥ ¥ BEHR-MANNING C0. TROY, N. Y., A DIVISION OF NORTON COMPANY ENORTON 


BEHR-MANNING PRODUCTS: Coated Abrasives « Sharpening Stones « Pressure-Sensitive Tapes « Floor Maintenance Products 
NORTON PRODUCTS: Abrasives + Grinding Wheels + Machine Tools «+ Refractories + Electro-Chemicals 


®) ® In Canada: Behr-Manning (Canada) Ltd., Brantford . For Export: Norton International, inc., Troy, New York, U.S. A. 


November 9, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 21 on Handy Cover Card 








Le 


SauSALITO, CALir.—After five years 
of use in England and Canada, a rev- 
olutionary plywood structural compo- 
nent, Trofdek, has been used in a store 
building here. 

Trofdek is a prefabed system which 
combines roof and ceiling. Two men 
can handle and erect 100 square feet 
in a matter of a few minutes. The 
maker, Berkeley Plywood Co., says 
that each component can carry more 
than 80 times its own weight while 
spanning distances up to 50° without 
columnar support. 

The V Trofdek application in Sau- 
salito spans 30’ and at 16” on 16’ 
module. The fir plywood of 5'16” 
thick skin is glued and nailed to kiln 
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Plywood Structural Roof and Ceiling Unit 


dried fir 2x4. The job consisted of 
type 1550 unit sides by 15” to form 
the V ceiling and was finished in nat- 
ural varnish. The roof consisted of 
Y%” plywood cover with plastic rock 
weather insulation. 

Components were prefabed to spe- 
cified dimension. 


Farm Building Day 

URBANA, ILL.—Lumber dealers are 
invited to attend the Farm Structures 
Day program at the University of 
Illinois, Dec. 3. New ideas in farm 
building will be demonstrated, accord- 
ing to D. G. Jedele, extension agri- 
cultural engineer. 


HPI Adds Two New Members 
ARLINGTON, VA.—Two more hard- 
wood plywood mills have joined the 
Hardwood Plywood Institute, bring- 
ing the total number of HPI members 
to 52. The two new members are 
Georgia-Pacific Corp., Plymouth, 
and Gulf Laminates, Inc., 
Picayune, Miss. 


Polystyrene Price Cut 

MIDLAND, MicH.—Dow Chemical 
Co. has cut the price of its polystyrene 
plastic. The price cut ranges from 1¢ 
to 2% ¢ per pound, Dow reports. Aver- 
age price of Dow polystyrene in truck- 
load lots ranges from 26¢ to 29¢ a 
pound. 


Joe Sherar Dies 

PORTLAND, ORE.—Joseph W. Sher- 
ar, 54, director of trade promotion 
for the Western Pine Association, 
died October 13 after an illness of 
three months. He had directed the 
nationwide advertising and trade pro- 
motion program for the _ 12-state 
Western Pine industry since 1947. 
When Sherar accepted the trade pro- 
motion directorship, it had an annual 
budget of less than $150,000. Its 1959 
budget exceeds $800,000. 

Sherar was born in Spokane, Wash., 
November 20, 1904. He began his 
career in the lumber industry at Pot- 
latch, Idaho, with lumber grading his 
aim. He became a Western Pine As- 
sociation grade inspector in 1934 and 
in 1944 was assigned to the promo- 
tion staff at the Portland headquarters. 
He was a member of the Portland Hoo- 
Hoo Club and of Hoo-Hoo’s national 
wood promotion committee. He is sur- 
vived by Mrs. Sherar, two sons, two 
daughters and six grandchildren. 
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A Message from Your NRLDA President, 
Herbert A. Blackstock 


"| Can't Understand” 


I can’t understand why a lumber dealer does not belong 
to his local association. It seems to me that if there were 
nothing else, the companionship of his fellow competi- 
tors would be worth something. Exchanging ideas across 
the table would certainly help some to solve each others 
problems. 

I can’t understand why a lumber dealer will let his fel- 
low dealers pay the bills and he ride along under the 
umbrella. 

I can’t understand why a lumber dealer will condemn 
the wholesaler, the manufacturer and his fellow retailer 
when he has not given anything to his own association— 
neither money nor morale. 
I can’t understand why he takes the attitude that the 
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association is being run by a clique and has nothing to 
offer him; that the secretary of the association has noth- 
ing to offer; that the National has nothing to offer for the 
benefit of his business. 

I can’t understand a lumber dealer saying that he cannot 
afford to belong to his association when his dues is not 
much more than a truck driver’s union dues. 

I can’t understand a lumber dealer letting other men 
bear the load in improving the association and in giving 
time and money for the benefit of every dealer. 

I can’t understand even the criticism that some of our 
own members make of the association. The very ones 
who criticize do not make constructive efforts to correct 
what they think is wrong. 
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FASTER “SERVICE THAN 





*« 
PORTLAND 


CHICAGO 
* ° ODENTO 


SAN FRANCISCO DENVER INDIANAPOLIS 


a 
ne JACKSON, TENN. 
LONG BEACH 


NEVAMAR co. ou nn 


Coast-to-Coast Warehouses *and Sales Offices ° 
Provide Prompt Service Anywhere in U.S. A. 


Keeping pace with the growing demand for NEVAMAR, more warehouses 


ORE Te . 
fares sn ences reer RE have been established throughout the country, bolstered by a network 


cei aa eels of conveniently located distribution points. Complete stocks of NEVAMAR 
AND LASTING BEAUTY : 


> WON'T CRAZE. CRACK OR 
PEEL IN NORMAL USE 


we vaMan Z > . ° 
suametnn ws 9 not AFFECTED oY sucowet service to any point in the United States ... yes, even to Alaska and 
mao ae! ORDINARY INK ,,, OR TIME ae . ° ° 
C'Guaramteed by © sail iidete ecient Hawaii. Wherever a super-smooth lifetime surface is needed, whether 
10 s' 
S 90, we »> 


Velen wile” © TMV TOCLEMD aces for furniture manufacturing or building construction, you can count on 
NEMAJ 
wu, 


are maintained in all patterns, colors and sizes to provide fast, efficient 


NEVAMAR contorms to NEMA a a 


( NEVAMAR. The particular sheet you want is as near as your telephone. 


NEVAMAR DIVISION: 
THE NATIONAL PLASTIC PRODUCTS COMPANY 


Saran and Nylon Filaments—Nevamar High-Pressure Laminates— Wynene Extruded and Molded Products 


ODENTON, MD. « NEW YORK, N.Y. © LONG BEACH, CALIF. * MIAMI, FLA. * CHICAGO, ILL. « DENVER, COL 
PORTLAND, ORE. © SAN FRANCISCO, CALIF. * CHARLOTTE, N.C. * JACKSON, TENN. * INDIANAPOLIS, IND 
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The paneling 
with sales 
personality... 





Genuine American Walnut 


has prefinished moldings to match ! 


ou can sell a bigger package when you sell Bruce PlyWelsh 
Prefinished Paneling... because perfectly matched moldings 
are available to provide the finishing touch to every installation. 

The 10 designs in these hardwood moldings meet every normal 
paneling requirement. Eight finishes are offered, to match perfectly 
with wall panel colors and species. Both moldings and the hardwood 
paneling are finished with the famous baked-in-the-wood process 
developed and patented by E. L. Bruce Co. for use on hardwood 
flooring. This super-durable surface makes mar-free installations 
possible by week-end carpenters as well as by professionals. 

Get complete facts on the Bruce PlyWelsh line of prefinished 


hardwood paneling today. It’s extra-profitable because it includes fi . 1 ‘ fl 
everything needed for any job. Write, or contact your distributor. The nish wont chip 0 * 
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Genuine Antique Birch 


Everything 
prefinished 
everything PlyWelsh Panel Stretchers can be PlyWelsh Matching Putty Sticks hide 


used in combination with ll nail holes effectively be- 
matches panels to give added height cause they are matched at the 


or to vary wall pattern. factory to each panel finish. 























Genuine Driftwood Ash 


PlyWelsh Match Stains make it a 
simple matter to match built- 
ins and accessory woodwork to 
PlyWelsh Prefinished Panels. 


PLYWJELSH 


Prefinished Hardwood Paneling 


Welsh Plywood Corporation, Subsidiary of E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. 
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300 Pallet Sizes 
Reduced fo 11 

Detroit—There are eight rect- 
angular and three square pallet sizes 
in the new standard adopted by 
American Standards Association. 

J. E. Wiltrakis of Western Elec- 
tric Co., Kearny, N. J., speaking at 
the national Conference on Standards 
here, said that the reduction in pal- 
let sizes will bring economies in every 
industry. 

The new standard will provide flex- 
ibility in use of pallets between rail, 
truck and air transport, he said. For 
information on the new standard, 
write American Standards Associa- 
tion, 70 East 45th St., New York 17, 
Ne 





Hand Tool Officials Get ., 
Jail Sentences and Fines 

Co_uMBus, Onto—Four _ exec- 
utives of hand tool firms received 90- 
day jail sentences and $5,000 fines in 
an antitrust case here recently. The 
fines were levied and the sentences 
issued by Judge Mell G. Underwood 
of the Federal district court. Fines 
against the executives and the five 
companies in the case totaled $110,- 
000. They had been charged with con- 
spiring to fix prices in the shovel and 
hand tool business. 

The executives involved were presi- 
dent William G. Rector and vice-presi- 
dent Robert R. Raymond of True 
Temper Corp., Cleveland; vice-presi- 
dent F. Bliss Winn of McDonough 





2. BAMBOO 





3, FIELDSTONE 


SFE! owa! A= WW = | 
4. PECKY CYPRESS 5. WOVEN STRAW 


FIVE STRIKING PATTERNS—NINE CHROMATIC COLORS 


Scaiptare Con‘Tact 


a self-adhesive molded all plastic wall covering that is tenacious 


At last... 





enough to adhere to almost every surface (including Cinder Block, Cement, 
Brick, Raw Wood, Masonite, Plywood). SCULPTURE CON-TACT incorpo- 
rates all the most wanted features of molded plastic (washable, waterproof, 
interlocking panels) and adds famous COHN-HALL-MARX styling PLUS 


proven CON-TACT self-adhesive know how. 


to retail at a 

truly popular 
NO PASTE, NO NAILS, SIMPLY BEND AROUND CORNERS price 
National Advertising will reach 21 Million Consumers ¢ 


SCULPTURE CON-TACT IS AVAILABLE FROM YOUR CON-TACT DISTRIBU- 
TOR, OR WRITE COMARK PLASTICS, A DIV. OF COHN-HALL-MARX, co. 
40 WEST 40TH STREET, NEW YORK 18, NEW YORK 
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per panel in 
all patterns 
(18" x 2442") 
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Corp,. Parkersburg, W. Va., and 
vice-president John T. Mains of Union 
Fork & Hoe Co., Columbus. Union 
Fork & Hoe, True Temper and 
McDonough also were fined $20,000. 
In addition, Borg-Warner Corp. of 
Chicago and Wood Shovel & Tool Co. 
of Piqua, Ohio, were each fined 
$15,000. 


TV Salute to Dealers 


LANCASTER, PENNA—“A Salute to 
the Nation’s Lumber and Building Ma- 
terials Dealers” will be presented as 
the opening announcement on _ the 
Armstrong Circle Theatre telecast, 
Wednesday, Nov. 25 at 10 P.M., EST. 

The commercial will call attention 
to the technical services offered by 
dealers, such as home planning, esti- 
mating, material selection and installa- 
tion. The message will point out that 
lumber dealers, through close cooper- 
ation with local contractors, can pro- 
vide specialized construction services. 

The salute will encourage home- 
owners to see their lumber dealer 
when considering a building or re- 
modeling project. 


Robert H. Morris Dead 

4 a? HIGHLAND — PARK, 
ILL.—Robert H. 
Morris, 67, gen- 
eral manager of 
the Ponderosa 
Pine Woodwork 
trade association 
since 1952, died 
in his sleep at his 
home here Octo- 
ber 15. 


Robert H. Morris 
Morris had also served as sales di- 


rector and publisher of American 
Builder for 23 years. He worked for 
legislation which resulted in the first 
National Housing Act and the estab- 
lishment of FHA. He was one of the 
founders of the National Association 
of Home Builders. 

Born in Topeka, Kans., Morris was 
a resident of the Chicago area for 60 
years. Surviving are his wife, two 
daughters and seven grandchildren. 


Housing Starts Dip 


WASHINGTON—Private home starts 
in September fell to a_seasonally- 
adjusted annual rate of 1,325,000, the 
Government reported. This was slight- 
ly below the August rate. But it was 
well ahead of the 1,255,000 rate in 
September of last year. 


Aluminum Approval 


Los ANGELES—Aluminum has been 
recognized by the City of Los Angeles 
as a structural material for commer- 
cial and residential use. The building 
department recently granted such ap- 
proval for a period of three years. 

Col. V. Rapp, research director of 
the department, said that the addi- 
tions to the building code are only a 
starter in recognizing aluminum as a 
building material. “At some future 
date we should and will have a com- 
plete section on aluminum,” he said. 
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a 3-point dealer pro 


Free Color-styling services: 


only from Certain-teed can you get 
for your Certain-teed customers the 
exclusive, free-of-charge exterior 
home color-styling services of Miss 
Beatrice West, well-known color 
a consultant. The service covers color- 
styling of roof, siding, trim and accent. 


Free Merchandising services: 


now from Certain-teed can you get 
an all-inclusive promotion idea kit 
designed to help builders promote 
their new homes. Included are sug- 
gested newspaper ad layouts, radio 
and TV scripts, a detailed public 
relations program, sample home liter- 
ature, job signs, and mats. 





Ten “‘Color-Tuned”’ colors: 


only from Certain-teed can you get 
a complete line of roofing shingles 
based on just 10 "Color-tuned” % 
colors. You profit from the reduced 
handling, less warehouse space, 
faster turn-over. 





See us at the 


SiR es 


Certain-leed 
BUILDING PRODUCTS 


Certain-teed®.. Superior Products through Creative Research 
aN ir 





CERTAIN-TEED PRODUCTS CORPORATION : Ardmore, Pennsylvania + Plants and offices throughout the United States 
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Decorative lighting fixtures are hot news in 
the home building field, and the extra sales 
and profits go to the active retailers who dis- 
play them. Install a sales-making MOE Light 
Merchandiser on waste floor, wall or ceiling 
space—and watch it build up a profitable 


FILL OUT AND MAIL TODAY! 


We will rush information on how you can secure 
immediate profits from Moe Light displays. 


THOMAS INDUSTRIES, INC. 
LIGHTING FIXTURE DIVISION 
410 S. Third St., Louisville 2, Kentucky 


ww 


Mii 


MOE LIGHT + STAR LIGHT - BENJAMIN 
ENCHANTE + SAN MARINO 
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Make New Profits From Waste Space! 


MOE Light Ceiling Display at City Service Lumber Company, Chicago, Ill. 


Customers Sell Themselves From This MOEZ«z Display 
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“Our fixture sales have 
increased steadily since we 
installed a MOE Light 
display. Homeowners and 
builders, too, who are 
remodeling or building new 
homes are buying fixtures now 
that they see them on display 
in our store. This is 
amounting to a sizable 
amount of extra business 

for us.” 


Mr. JEROME RUEKBERG 


City Service Lumber Company 
12301 S. Ashland Ave. 
Chicago, Illinois 


wn 
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fixture business. MOE Light has Merchandis- 
ers to fit your space, your needs, your budget. 
Ask your distributor to show you how you 
can install an eye-catching MOE Light dis- 
play on your ceiling and get NEW PROFITS 
from this wasted space. 


THOMAS INDUSTRIES INC. 
410 S. Third St., Louisville 2, Ky., Dept. AL-11 


[} Send complete information on new MOE Light 
Merchandising Displays for easier fixture sales. 


(_] Send free MOE Light Catalog showing complete line. 


Name 





Company. 
Address 


City. Zone PMN ies ccc 
ee ee 
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paut ety says: U.9.G.s long-range sales, service 


and promotion policies result in bigger sales, 


healthier profits for me!”’ 


Paul Ely, past president of NRLDA, and 
co-owner of Ely-Hoppe Lumber Co., North 
Platte, Nebraska, has this to say about U.S.G.: 
“I’ve been doing business with U.S.G. for 12 
years! Their long-range policies have made a 
world of difference in my sales and profit picture 
and here’s why: U.S.G. anticipates trends— gives 
me products to sell that meet not only today’s 
building needs, but tomorrow’s as well! They 
consider me first—keep me first in sales! 


READ HOW U.S.G.'s LONG-RANGE SALES, SERVICE AND PROMOTION POLICIES CAN HELP YOu, TOO! » 


“Their far-sighted service programs are con- 
stantly being up-dated to provide me with new 
and more effective ways to run my business. That 
helps keep me far ahead of competition. 

“And, U.S.G.’s promotional aids are always 
smart and modern. They help me sell home 
owners and home builders faster, easier—help 
me keep them sold for repeat business. 

“For sales and profits today, and tomorrow, 
U.S.G.’s long-range policies sure pay off!”’ 
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Home Improvement Ideas 








how U.S.G. helps you sell 
HOME OWNERS! 


U. S. G. supplies you with ideas: home improvement 
and remodeling customers, plus specialized bi-monthly 
publications directed to both urban and rural customers. 


HOME IMPROVEMENT PROGRAM PORTFOLIO. A comprehen- 
sive kit of imaginative selling aids to promote the many home 
improvement services you have to offer: (1) big, full-color 
booklet showing many new and interesting decorator schemes; 
(2) fascinating idea file covering 8 major home remodeling 
areas; (3) the Home Improvement Reference Library of home 
improvement ideas; (4) miscellaneous literature and handouts 
which help promote your store as home improvement head- 
quarters in your community. 


‘‘*POPULAR HOME" MAGAZINE. This popular consumer maga- 
zine is dealer-sponsored, to stimulate a program of continuing 
home repairing and remodeling in customers’ minds. At the 
same time, it creates a lasting favorable impression of you in 
your community. 


‘*BUSINESS OF FARMING" MAGAZINE. A dealer-sponsored 
publication that is directed specifically to the rural market in 
your community. It helps sell your service and products, and 
promotes good will by giving the rural dwellers in your trade 
area hundreds of new farm-improvement ideas. 
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An Accounting System For 
Mere Profitable Home [mprover 


how U.S.G. helps you sell and service 


HOME BUILDERS, 
TRADE CUSTOMERS: 


Your trade customers get free esti- 
mating and bidding guides, accounting 
systems, and many other valuable aids. 
All are designed to make the builder’s 
job easier and create good will for 
you. Also available are informative 
publications directed to various groups 
in the trade. 


HOME IMPROVEMENT PROGRAM PORTFO- 
LIO (Trade Section). It shows the builder 
how he can plan better, work better. 
Included is the Contract Remodeling 
Handbook, a guide to more profitable home 
improvement business. Also included are 
preliminary and final forms for estimating 
and bidding, information on home improve- 
ment financing, and a recommended 














accounting system. This material is sure 
to make you a stand-out supplier among 
your trade factors. 

‘* THE BUSINESS OF BUILDING’ MAGAZINE. 
It talks the builder’s language. It sells your 
products and services while it helps the 
builder with his problems. Published four 
times a year. 

“DRY WALL AGE." This fact-filled publica- 
tion is released quarterly to the dry wall 
contractor to acquaint him with the latest 
developments in products and systems 


“RED TOPICS" MAGAZINE. This provoca- 
tive, idea-laden publication is designed to 
keep plastering contractors and architects 
informed of new systems and services avail 
able through you. 
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Guide 
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how U.S.G. helps you help yourself 


to a more profitable business: 


United States Gypsum gives you facts, figures and pro- 
cedures on how to run a more efficient operation — get 
greater earnings. 








PROFIT MANAGEMENT. Interested in improving the profit re- 
turn from your business investment? This useful business 
management program tells you how to do it. 


THE ECONOMY OF MOTION. Proper ordering, movement and 
storage of materials can affect your profit picture. This in- 
formative manual, with film, includes the latest facts on this 
important operation. 

NRLDA “SALES MAKER" PROGRAM. This program, designed by 


United States Gypsum for NRLDA, helps you improve the 
quality of your sales staff, improve the quantity of their sales. 


FOR FURTHER INFORMATION, ASK YOUR U.S.G. SALESMAN 


Easy UNITED 
& GYPSUM 


STATES the greatest name in building 




















BETTER BUY 


L[ReC()D- 


wooo Win WINDOWS 












The best millwork houses in the country are Because sash lift out for separate painting 
franchised to manufacture R*O* W windows. on a bench or easel, painting time can be 
Strategic plant locations allow you to pro- cut in half. Frames can be primed separately. 
vide faster delivery and offer better value. With sash removed, one man can install 








any but the largest R°O* W windows. 





Removable wood windows are as much a Cleaning glass accounts for more than 80% Your best salesmen are satisfied builders 
part of modern living as automatic hot of all window “maintenance”. This house- and owners. You can be certain of weather- 
water. Climbing ladders or balancing on hold chore can be done safely, in half the tight, trouble-free performance when you 
sills is old-fashioned and dangerous. time, in homes with ReO* W windows. sell beautiful ReO*W Windows. 


HIGH-LITE 


GLIDER 








R-O-W and HIGH-LITE are the registered trademarks of R-O-W Sales Company. 


R:-O-'W SALES COMPANY «@ 1306-11 ACADEMY AVENUE @ FERNDALE 20, MICHIGAN 
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: BB ANNOUNCING a complete, 


new line HRUBEROID asphalt 
and vinyl-asbestos FLOOR TILE 
for the ‘do-it-yourself market 


@ full range of colors in asphalt and 
vinyl-asbestos tiles m popularly priced for fast 
turnover m complete package of point of sale 
literature, displays, samples m the highest quality 
floor tiles in the industry m fast, dependable 
service from modern plants in Newburgh, N.Y, 
Joliet, Illinois, Houston, Texas, Long Beach, Calif. 
The Ruberoid asphalt and vinyl-asbestos ing plans for the ’59-’60 season until you 
flooring lines are designed specially for the talk to your Ruberoid representative first! 
‘do-it-yourself’? customer—your biggest ® 


market for floor tiles. These lines will be 


sold through building material distributors The 4 uU baa ¢ fs fe) § ag Co. 


and dealers. The Ruberoid flooring line is 
tailored for you! Don’tset your flooringsell- 500 FIFTH AVENUE + NEW YORK 36, N.Y. 
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A complete saw blade sales center, at a low dealer cost and a high 
dealer mark-up. Everything you need to take care of the hobbyist, 
do-it-yourselfer and professional. And this unit is only 114” deep, 
less than 15” wide and only 8” high. Easel back for standup 
counter merchandiser, eye punched for wall or peg board display. 


Blades are packaged in individual plastic sleeves, each sleeve-pak 
regardless of type of blade is priced the same...perfect for self- 
service. Wide assortment of blade types, sizes, ends and teeth 
insures you'll have what your customers want. 


No. 50 Merchandiser contains 
5 packets each of the following 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. inc. 

105 Duane Street, New York 8, N.Y. 
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[ADVERTISEMENTS] 


NEW PRODUCTS 


COMBINATION 
STRAPPING UNIT 


A money-saving 
strapping “pock- 
age'’ including 
stretcher, cutter 
and dispenser—at 
a low-cost pack- 
age price, is now 
available. 
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Ee OR SO 


PNEUMATIC SEALER 


New effortless double crimp pneumatic sealer 
provides faster, positive sealing action. 


Circle No. 87 on Handy Cover Card 


STRAP CUTTER 


Cuts strap to 2” x 
.050 with less effort 
Legs on lower handle 
provide extra stability 
Long handles give 
greater operator safety. 


Circle No. 88 
on Handy Cover Card 


DIAL-A-BAND 
DISPENSER 


Set the dial 
and press a but- 
ton—new dis- 
penser automat- 
ically feeds and 
cuts exact length 
and number of 
straps needed. 
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Using an A. J. Gerrard Oval steel strapping machine this operator 
tensions, twists and cuts the strapping in one fast operation. 


Stahlman Lumber Company —— 
Cuts strapping costs 50%... 
time by over 12,000 hours! 


“Costs less than half the price of 
other strapping materials. We started using 
A. J. Gerrard Oval steel strapping about 
two years ago, and have found that because 
of the much greater lineal feet per pound 


Worth investigating. Clip the coupon 
below to your letterhead, Find out how you 
can use Oval steel strapping in your opera- 
tions . . . how you can cut your strapping 
costs in half, 





yield of Oval strapping, we get 50°, more 
footage for approximately the same price 
as any other strapping material’, reports 
W. J. McClain of Stahlman Lumber Co., 
Houston, Texas. 





“Easier to use too! our A. J. Ger- 

rard strapping tool quickly tensions, twists 

and cuts the strapping in one fast operation. 

It’s not only faster, but we've also found 

that we're saving two to three feet of strap- 

ping pet package because of less waste.” ’ 

Oval steel strapping holds this huge load of lumber 

even in this stress position. This dealer finds A. J. Gerrard's 

Oval steel strapping cuts strapping costs 50%, 
FREE NEW 
CATALOG 


“And the manpower we've saved! 
For example, because we now use modern 
strapping and handling techniques, an oper- 
ation that used to take 444 man-hours is 
now a 10-minute job. We figure we're saving 
about 12,480 man-hours per year.” 


a Clip this to 2 
your letterhead 
V. GERRARD 3. a 
1952 Hawthorne Ave. Melrose Park, Illinois | 


(1) SEND DETAIL INFORMATION ON OVAL STEEL STRAPPING. 
C I'M INTERESTED IN A COMPLETE STRAPPING SURVEY OF MY OPERATION. 
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Weyerhaeuser 
VERSABORD every panel is grade marked and 


A-A backed by our performance guarantee 


INTERIO] You can sell Versabord underlayment with confidence. Our grade 
mark is your positive assurance that Versabord has passed rigid 
quality control standards and inspections. Our Guarantee backs 
up the performance of every Versabord panel you sell. For 
further details on the Weyerhaeuser guarantee, write: 


Circle No. 32 on Handy Cover Card 


Weyerhaeuser Company 
Silvatek Division - Tacoma,Washington 











owplace Sells Quality 


and Service 


Small-town Virginia (woman) dealer opens an architect-designed show- 
case, which makes people want to improve their homes or buy new ones. 


OVINGTON, VIRGINIA, _ nes- 

tled in the Blue Ridge moun- 
tains, is picturesque and historical, a 
pleasant small city of 12,000. 

But Covington also has its share of 
industrial blight. A big paper mill, 
Covington’s main industry, belches 
alongside old company houses. And 
for one reason or another, the town’s 
businessmen have lagged in erecting 
modern buildings. But there’s a 
change underway. 

Enlightened mill management long 
ago sold its company-owned houses 
to employes. People are building new 
homes as never before, although pop- 
ulation has increased only moderate- 
ly. Modernization of older homes is 
growing. 

Most impressive of all Covington’s 
new buildings is the Nettleton Lum- 
ber Company’s Building Center with 
glass walls, bringing natural light into 
the store from every direction and 


(continued on page 56) 
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COVINGTON’S GARDEN SPOT is the new Nettleton Building Center. Beautiful flow- 
ers and greenery was inspired by Mrs. Charles Nettleton, above, active in her fa- 
vorite hobby, while her daughter Carolyn inspects the results. Eventually the Building 
Center will set up a lawn and garden department, including shrubs and plants. 
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CUSTOM-DESIGNED FIX- 
TURES lend a quality 
feeling to the Building 
Center in Covington, as 
shown in main floor 
sketch at right. Main 
store is surrounded by 
arcades, one of which 
leads to pickup shed 
seen in picture above. 
Offices are located in 
upper left corner of 
sketch. Second floor 
above offices and sales 
counter is a large meet- 
ing room with kitchen. 


CONSTRUCTION DETAILS 


Southern Yellow Pine timber, glued 
and laminated, was used for columns and 
beams to form a one-story structural 
skeleton for the showroom and a two- 
story structural skeleton for the office 
section. 

Three-inch solid timber, double 
tongue-and-groove roof decking is used 
for all roofs and exposed as a finished 
ceiling. Rigid insulation and builtup tar 
and white stone roofing forms ‘the per- 
manent roof over the decks. 

One-quarter inch plate glass, Califor- 
nia redwood and Tennessee shale brick, 


all in panels 10’ wide and 14’ high 
were used to fill the openings of the 
building frame. The timber frame is 
completely exposed. There are no bear- 
ing or bracing walls other than the 
massive local field stone chimney. Rigid 
column connections transmit wind loads 
to the foundation. 

Displays may be rearranged or re- 
moved without damage to the structure, 
which has 70-foot candlepower for gen- 
eral lighting and floor and ceiling outlets 
for accent lighting. 

Heating is by forced air, which blan- 
kets the exterior walls and _ returns 
through the stone chimney. Cooling 
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tower and fresh air ducts, as well as the 
furnace and fireplace flues, are housed 
inside the stone chimney. Basement 
utilities include 25 tons of cooling ap 
paratus. 

Cost of the Building Center was ap- 
proximately $15 per square foot. Di- 
mensions of the principle areas are as 
follows; saies area 40’x90’; general of- 
fice 30’x40’; second floor meeting room 
40’x40’; lower level, which includes 
utilities, employe’s lounge, serving kitch- 
en, fireproof record storage and locker 
rooms, 40x40’; patio area 20’x90’; pick- 
up area 20’x120’. 
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Show Place 
(begins on page 54) 





showing off the latest building prod- 
ucts to best advantage. 

Flowers and growing plants are 
seen at every turn on the wide por- 
tico and inside the store, making the 
Building Center the garden spot of 
the town. 

Showroom that sells. What kind of 
retail lumberyard is this, anyway? As 
you marvel at the originality of the 
displays, the store’s open design (in 
the style of finest contemporary 
homes), you cannot help but think: 
here is what a lumber dealers’ head- 
quarters should be. Here is a living 
example of how to use modern 
building materials. Here is a show- 
room which effectively sells better 
homes and quality products by being 
a shining example of quality itself. 

Built at a cost of $160,000, the 
Building Center has already proved 
itself in customer acceptance since it 
opened five months ago. And it will 
pay for itself many times over in sales 
and profits, believes Miss Carolyn B. 
Nettleton, secretary-treasurer of the 
family firm founded by her grand- 
father in 1887. 

The main entrance to the Building 
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Center is on the side, off one of the 
firm’s two parking lots. First, you see 
the pickup departments—paints, glass, 
hardware and tools, plumbing and 
electrical supplies, tiles, etc. 

Then come the sample and pack- 
age display area, including the Home 
Planning Center. On the right is the 


PLANNING SERVICE 
is the heart of the 
turn-key building pro- 
gram adopted by the 
Nettletons. Carolyn 
Nettleton goes over 
house plan and blue- 
print with construction 
superintendent Jack 
Hodges. Both new 
homes and major re- 
modeling are under 
Jack’s supervision. 


sales counter with glass-walled offices 
nearby. On the mezzanine level is a 
large meeting room with a working 
kitchen and fireplace. It is used for 
sales training sessions, contractor 
meetings and club affairs. 

Headquarters for the firm’s con- 
struction department is the basement, 





LADIES ONLY 


Miss Carolyn B. Nettleton is one of 
the best known women executives at the 
retail lumber level. She is first vice- 
president of the Virginia Building Ma- 
terial Association and is active in the 
National Retail Lumber Dealers Associa- 
tion. 

She helped pioneer the Lumber Deal- 
ers Research Council (Lu-Re-Co) com- 
ponent system. She has participated as a 
panel member in several NRLDA clinics 
and is chairman of a management clinic 
program at the Cleveland show this 
month. 

Her mother, Mrs. Charles B. Nettle- 
ton, is president of the firm and her sis- 


ter, Mrs. Allan S. Chase, is vice-presi- 
dent. They bring the woman’s viewpoint 
to building product retailing. 

One of Miss Nettleton’s favorite quo- 
tations is from American Lumberman’s 
Art Hood: 

“A building material center should 
have a store designed to please the 
housewife and mother, who generate the 
demand for improved housing.” 

If anyone should know what pleases 
housewives and mothers, it would be 
the Nettleton trio. Their answer: quality 
products and one-stop services available, 
in the best modern retail showroom in 
town. 
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where utilities and storage rooms are 
also located. 

Pickup area. The Planning Center 
and package selling sample displays 
are vital to Nettleton’s controlled 
sales program and related construc- 
tion services. But the pickup displays 
are equally important for profit; they 
lure new customers and build cash 
sales. 

In a small town, the Nettletons 
point out, you need to sell both pack- 
ages and pieces; you can’t specialize. 

“The pickup shed for lumber and 
materials, where customers back up 
their cars for fast and easy loading, 
is one of the most efficient parts 
of the whole plan,” Miss Nettleton de- 
clares. “It keeps customers and sales- 
men from running all over the yard. 
We keep token stocks of almost all 
our materials in those six bays.” 

Likewise, the self-selection depart- 
ments in the main store lure the 
coveted homeowner traffic. These al- 
so solve the problem of tie-in sales. 

“In our old crowded quarters, we 
could never really develop related 
sales. Now the customers see all of 
their related needs on display. Many 
times they increase purchases by 
themselves. 

Finishing touches yet to come in- 
clude an attractive fence around the 
two parking areas, more signs and 
outdoor selling displays for outdoor 
living supplies. Then the old office 
building and sheds will be ripped 
down. 

Carolyn Nettleton’s new showplace 
is her latest move toward more con- 
sumer business and maximum “DSC” 
—Dealer Sales Control. This con- 
trolled sales approach, she says, was 
inspired by Art Hood, chairman of 
the editorial board of American Lum- 
berman. 

Within the past two years, Miss 
Nettleton has developed a complete 
building service with a construction 
superintendent and an_ eight-man 
crew. Her millwork shop manufactures 
Lu-Re-Co roof trusses and wall pan- 
els. The company regularly has four 
houses under construction, the Net- 
tleton firm acting as general contrac- 
tor. 

The same turn-key approach ap- 
plies to home remodeling. More than 
90% of sales are made direct to con- 
sumers at full retail price. All pack- 
ages include labor. 

Four Nettleton salesmen are trained 

(continued on next page) 





ROOFING AND SIDING is displayed in unique 16’ long fixture. Sonny Lockard, 
above, shows removable 24”x32” display panels for siding and brick. Also, revolv- 
ing Bird roofing sample displays. Suppliers made most of these panels for the Build- 
ing Center, including those which have actual sliced brick on the panels. 


TWO-IN-ONE FLOOR FIXTURE has a butterfly roof and is ideal for display of ceiling 
tile at top, pull-out panels of flooring in slots below. Jack Hodges, left below, shows 
typical 32”x48” vinyl tile sample unit and Sonny Lockard explains wood flooring. 
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CUSTOM-DESIGNED FIXTURES do not follow the straight-line seen in the hardware and paint and plumbing sections of store 
dime-store pattern, but provide interesting “‘bays'' as can be 


above. Rear is the main entrance frem parking lot. 


Show Place 
(begins on page 54) 


to estimate and counsel on all building 
projects, working both inside and 
outside on a salary basis. The new 
store is the focal point for most of 
their customer contacts. In addition to 
his new home and remodeling sales, 
each man manages specified store 
. departments. 

“We would have started on our 
new store sooner, but we wanted 
to get our package selling, prefabing 
and building programs ironed out 
first,” Miss Nettleton explained. “And 
then we went into ready-mix con- 
crete as another part of our one-stop 
service. We now have two profitable 
ready-mix plants.” 

Almost too late. Miss Nettleton is 
convinced that the decision to re- 
model came almost too late. Con- 
tractor sales were slipping and new 
cash-and-carry outlets were siphoning 
off additional business. 

“We wanted to offset the contrac- 
tor problem with more consumer 

SALES COUNTER is spacious and attractive. All four salesmen can work behind coun- business, but it was difficult to at- 

ter. Miss Nettleton can see counter (and store) through her glass-walled office at left tract new customers to our rundown 
of counter. Meeting room is above the office area. sheds and office.” 

It was at this point that Miss Nettle- 

ton turned to James N. Lindenberger, 

Chicago architect and architectural 

consultant to American Lumberman. 

Collaborating with Paul Ergang, store 

merchandising specialist, Lindenber- 

(continued on page 60) 
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PAINT AND GLASS get No. 1 display spot near entrance. This is scene as 
you enter door. Angled custom-designed fixtures provide maximum eye 
and buy appeal. Fixtures are off the ground for “‘airy"’ feeling and easy 
floor maintenance. 


TOOLS ARE GOOD SELLERS since new store opened, Carolyn Nettleton 
said. Both hand and power tools are featured. Unique wire ‘‘wall"’ at left 
provides display space, but also keeps open feeling of the modern show- 
room, which is enhanced by plenty of natural light. 


WIRE BASKETS provide for easy selec- 
tion and maintenance of plumbing sup- 
plies. All bins will be price-tagged for 
self-selection. 


Ni ale 


PICKUP SHED has six 20’ bays, each with overhead doors| A token stock of almost all materials is kept in this area 
as shown above by Riley Smith, yard superintendent. The | for fast pickup by customers, who drive cars to the dock. 
120’ pickup area adjoins main store by canopied walk. 
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ger designed both the store and the 
custom fixtures which were built in 
the Nettleton shop from plywood and 
aluminum standards. 
The Building Center serves a mar- 
ket area of 20,000. In addition to the 
four salesmen, the firm has a yard 
foreman ard yard man, three mill 
shop men, four drivers and three of- 
fice girls. 
Radio is the main advertising medi- 
um, but weekly newspaper ads are 
also used. 
Summing up the new Building Cen- 
ter, Miss Nettleton said: 
“Although there were plenty of 
headaches in erecting a custom-de- 
signed building while carrying on reg- 
ular business, the results were worth 
it. We couldn’t have afforded not to 
build. The most profitable future for 
most dealers is to sell direct to the 
consumer. 
“Unless you have a big-city mar- 
ket and want to sell on price, you SALESMEN’S DESKS are on the sales floor. Jack Hardy confers with Miss Nettleton 
must put your best foot forward with above, while Jimmy Linkenhoken takes phone call. All desks and fixtures were made 
quality and service in the finest show- in dealer's shop. To rear of desks you see mammoth stone chimney which serves 
room and store you can build.” fireplace in main office and upstairs meeting room. 


Set for the Wreckers 

The ancient structure above was 
headquarters for Nettleton Lumber 
Co. before erection of the new Build- 
ing Center pictured on the preceding 
pages. The old building will now be 
razed. 

Carolyn Nettleton said, “I often 
wondered why our customers ever 
came to such a place.” She added that 
such quarters are inefficient as well as 
unsightly. 

Behind the structure above is the 
company mill, where custom millwork 
as well as Lu-Re-Co (Lumber Dealers 
Research Council) component panels 
and roof trusses are manufactured. 

The Nettletons next will remove the 
old lumber shed which is immediately 
to the rear of the new Building Center. 

The Nettleton Building Center is 
not in the main shopping area but is 
located on two main streets, across 
from the local high school. The build- 
ing above was in back of a row of 
houses, which were razed to make 
room for the new retail showplace. 


equipment on display. Nettleton's supply all fixtures, but sub-contract 
labor to local tradesmen. Nearby is island display of electrical fix- 
tures and supplies which are handled in same tashion. 
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For distinctive paneling... 


suggest RED CEDAR 


for any interior decorating theme—from Early American to Modern 


RED CEDAR -— distinctive . . . and practical. 
Distinctive because Red Cedar features beautiful 
coloring and grain. And practical because of its 
high insulation factor, as well as an exceptional 
resistance to swelling or shrinkage. 

In either knotty or clear grades, Red Cedar takes 
paints, varnishes or stains readily with handsome 
results. 

In construction work, for siding, sheathing and 
subflooring, suggest Red Cedar. This strong, 
weather-resistant, even-textured wood is used wher- 
ever durability and non-warping are important. 
And it is carefully dried, assuring accurate sizing 
and improved working qualities, insuring lower 
maintenance costs. 
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A decorating idea that will sell more lumber . . . Western 
Pine Region woods finished in COLOR. Look for our 
advertising in home improvement and do-it-yourself mag- 
azines. It works for you. For more information write to 
Western Pine Association, Yeon Bldg., Portland 4, Oregon. 


Western Pine Association 


member mills manufacture these woods to high standards 


of grading and measurement... grade stamped lumber is 


available in these species 


Idaho White Pine + Ponderosa Pine + Sugar Pine 
White fir + Incense Cedar + Douglas Fir + Larch 
Red Cedar + Lodgepole Pine + Engelmann Spruce 


Today’s Western Pine Tree Farming Guarantees Lumber Tomorrow 


Circle No. 33 on Handy Cover Card 
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Edward Hines——a famous name in lumber—opens a . . . 





Roadside Branch to Sell Packages 














Retail Store 8. Rest Rooms 
Customer Lumber Sales 9. Lunch Room 
Millwork Receiving and Bsn Assembly 10. Mechanical Room 





BovPeN 


. General Finish L ar 11. Customer Pick-up and Parking 
Umbrella Shed 12. Loading and Unloading Area 
Half Umbrella Shed 13. Contractor Parking: 

. Store Offices, Shipping and Receiving 14, Order Assembly Area 


THREE-ACRE LAYOUT for store, warehouses and sheds. The clear-span warehouses 
will be framed with plywood box beams and 2” plank decking. Low-cost pole shelters 
will be used to protect bulky products. 


COMPLETELY NEW approach 
in retail merchandising of 
building materials by the Edward 
Hines Lumber Co. will be seen in 
their new showroom sketched above, 
which will open for business in a 
Chicago suburb in the spring of 1960. 
Two purposes lie behind the 
modern arrangement of building ma- 
terials, according to architect James 
N. Lindenberger. One is sales by self- 
selection. The other is selling the 
complete package by showing ma- 
terials as they will look when in- 
stalled. 

One unique feature for Hines will 
be 144 feet of all-glass rollup doors 
with building products, brightly light- 
ed, just behind them. This will be an 
especially effective night-time display 
scene, since the store will be located 
along a heavily-traveled highway on 
a three-acre tract. 

Showroom features. The displays 
in the 36’x100’ showroom will in- 
clude many of the building products 
manufactured by the Edward Hines 
Lumber Co. 
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HIGHWAY VIEW of new Edward Hines Lumber Company 
showroom, which will be opened in the spring of 1960. 


Plus Do-It- Yourself Pickup 


“These displays will help educate 
as well as sell our customers,” de- 
clared M. B. Wunder, general man- 
ager of Hines’ branch yards. “We’ve 
seen customers return two and three 
times to examine overhead door ex- 
hibits after they bought our package 
garage. Customers can iron out in- 
stallation problems from our educa- 
tional models.” 

Hines new store will aim for both 
contractor and consumer business 
with separate store entrances and 
parking areas for each. The typical 
Hines team of expeditor-manager- 
bookkeeper will occupy the nerve cen- 
ter control point overseeing the yard, 
showroom and warehouse. 

Yard layout was studied carefully 
to achieve maximum efficiency in 
receiving, warehousing and order as- 
sembly of materials. One feature is a 
depressed rail siding, which will per- 
mit trucks to drive in and out of box 
cars without the use of ramps. 

Low-cost open shelters will protect 
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many bulky products and certain dry 
lumber. Finish materials, moldings 
and boards will be unit-stored in a 
modern, daylighted clear-span ware- 
house (65’x144’). Also part of the 
layout is a millwork warehouse (65’- 
x72’) for storage and order assembly 
of windows, doors and frames. 

Construction details. The  clear- 
span warehouses are framed with ply- 
wood box beams and 2” plank deck- 
ing. The roof of the showroom and 
the canopy along the front of the 
showroom are prefabricated, folded 
plywood plates. These plates are 
glued and nailed sandwiches of 2x4’s 
with plywood top and bottom sur- 
faces. Box beams and _ stressed ply- 
wood panels are manufactured by 
another Hines division. 

“We will be proud to show an at- 
tractive and appropriate use of the 
modern products we manufacture in 


our own new retail plant,” said 
Charles Mitchell, Hines vice-presi- 
dent. 


BUILDING PRODUCTS MERCHANDISER 


James N. Lindenberger, Chicago 
architect and consultant to American 
Lumberman, planned and engineered 
Hines’ new store, their 27th in the 
Chicago area. He credits a team of 
planners for the finalized layout. 
These include Gene C. Jackson, staff 
architect for Hines; Wunder, who 
first envisioned the roadside market 
idea; Mitchell, who studied operations 
throughout the country, then came 
back to Lindenberger for help in in- 
tegrating his ideas, and president 
Charles Hines for his vision of an 
open-planned, high-powered retail 
layout designed for low operating cost. 

“This strikingly good contemporary 
building, using our own lumber prod- 
ucts in an imaginative way and dis- 
playing everything we sell, should 
make my job a little easier,” de- 
clared Phil Creden, Hines director of 
advertising. “This new plant will de- 
liver the customer follow through 
initiated by our newspaper and bill- 
board advertising.” 
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BIG REASONS WHY 
ic Foc /s style leader in 


the vinyl asbestos tile industry 


CARPET TONES At last, in vinyl asbestos tile, the true 
deep-dimensional look of carpet! Vina-Lux Carpet Tones 
are a sales sensation — are you getting your share of 
this business? 4 colors. 


GRAINED PASTELS Soft, warm, fashion-right colors, 
with a delicate graining that makes this fresh new Vina- 
Lux style a favorite with designers and homeowners. 
8 colors. 


CORK HUES All the mellow warmth and color quality 
of cork, in rugged, long-wearing vinyl asbestos tile. Vina- 
Lux Cork Hues are consistent “best-sellers.” Light, 
medium, dark. 


WOOD TONES Authentic wood grain effects, designed 
to help you capture your share of the ever-growing mar- 
ket for this important new trend in vinyl asbestos flooring. 
English Oak and French Walnut. 


MICROMATIC VEINING® A Vina-Lux “first” and still the 


industry's most outstanding series of marble tones — 
with softer, more evenly distributed veining for greater 
floor beauty. 19 colors. 


TERRAZZO TONES The gay, “color-chip” styling of 


Vina-Lux Terrazzo Tones has proven sales power .. . 
helps you increase your volume in the profitable residen- 
tial installation field. 10 colors. 


COMING SOON! THE 800 SERIES Another new prod- 
uct development . . . another big reason why Azrock 

BLA ao pried maintains style leadership in the vinyl asbestos and 
asphalt tile industry. Watch for it! 


Azrock is GOING Places...Why Not GO With Us! 


AZROCK FLOOR PRODUCTS DIVISION (ean 


UVALDE ROCK ASPHALT CoO, « 596D FROST BANK BLDG. «+ SAN ANTONIO, TEX. FLOORING 
pROOUCTS 
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ALUMINUM 


HOUSE of EASE 





HELP YOUR CUSTOMERS 
LIVE BETTER WITH ALUMINUM 


You sell better — and your customers build 
better — with maintenance-free aluminum. 
Aluminum siding and shingles with beauti- 
ful baked-on colors—no costly painting and 
repainting. Good looking, practical alumi- 
num windows, gutters and down-spouts, 
louvers, hardware—no rust, no rot and easy 
to handle and install. Special budget easing 
for your customers in heat-reflective alumi- 
num insulation and rust-free ductwork — 
more efficient heating and cooling, plus 
moisture control. Your customers build 
better and live easier with aluminum. 
There's a new and better way to profits in 
the growing trend to aluminum in home 
building and remodeling. Learn how you 
can increase your profits with aluminum. 
Write Reynolds Metals Company, Rich- 
mond 18, Virginia. 


REYNOLDS ALUMINUM 


LUahOlo 





. - 
2 ‘Hoke <“ ANDREW PLACE, PRESIDENT OF PLACE CON- 
?«.# STRUCTION CoO., South Bend, Indiana, says: “Alumi- 
num as a modern building material has appealed to me 
for a long time. It was only recently, though, that I 
£/, discovered for myself the tremendous appeal of alumi- 
‘num’s freedom from maintenance to home owners. 
When people actually see the many practical alumi- 
-mnum products in Reynolds ‘House of Ease’ program 
they get a real eye-opener. It seems to me there’s a lot 


Powerful Advertising Support for Your Sales Efforts 


Scores of leading home builders all over America are 
joining in Reynolds “House of Ease” program, putting 
more than 30 aluminum products in model homes where 
your customers can see them. Great new Reynolds 
national Network Television Shows reach more than we wl 
30,000,000 people week after week, along with full color ae igg o 
pages in national magazines, full color pages printed 
on aluminum foil in Home Building Annuals and many 
local promotions — all with the Easy Living, Better 
Living message of aluminum — all helping sell the 
“House of Ease” concept. Write for full information 
about how you can profit from this program. Reynolds 
Metals Company, Richmond 18, Virginia. 


REYNOLDS 
ALUMINUM = 


REYNOLDS 


HOUSE of EASE ere b 
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" TOOLS-TOVS 
BUILD:IT- YOURSELF 
SETS EORALL 
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ST YOUR YEAR-END SALES TOA NEW HIGH 


Sell patterns, materials and paint this tested way 


For four consecutive years, dealers in all parts 

of the country have been building up their 

year-end sales— with a new source of profits... 
They sell Easi-Bild* Patterns for popular, big Christmas 
figures and displays. Each pattern includes its full bill of 
materials and paints— which are also sold by you. Every home, 
civic group, church, club and retail establishment is a pros- 
pect for one or more of these figures and displays. 

The full-size pattern is simply traced onto %” weather- 
proof Homasote, cut out with a key-hole saw and finished 
according to a foolproof, completely specified, painting 
scheme. The method is quick and easy—the results are truly 
professional. 

There are also patterns for two motion displays (Santa 
Waves and Galloping Reindeer)—each 4’ high and 6’ wide. 





With these you also sell motors and linkage kits. 

Sell 5’ x 8’ Homasote as train boards. For Christmas tree 
platforms — simply cut Homasote to size desired. (No pat- 
terns required.) These are always in demand. 

Get your patterns in and on display now! Extensive adver- 
tising is appearing—throughout October, November and 
December—in Popular Mechanics, Popular Science, Mechanix 
lllustrated, Science & Mechanics, Family Handyman, House 
& Garden, House Beautiful and Maclean’s Magazine. 

Write or wire us for full details. Please address Depart- 
ment L -9. *T.M. Reg. Easi-Bild Pattern Company 


HOMASOTE coneany 


TRENTON 3, NEW JERSEY 


Homasote of Canada, Ltd. « 224 Merton Street * Toronto 12, Ontario 








40” HIGH 40’ HIGH 


48” HIGH 
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DEALER SALES CONTROL 
{See page 5) 
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Building Center Gives Dealer Sales Control 


$2 Million Co-op Shopping 


E THINK we have the answer 

to the lumber dealer’s three 
major problems,” says Richard J. Dye, 
president, Standard Lumber Co., long- 
established Hammond, Ind., retail 
lumber firm. 

Dye listed these problems as: 

1. Improving contractor service to 
the point where contractors can’t afford 
to buy elsewhere. 

2. Competing with cash-and-carry. 

3. Placing the lumberyard in the 
center of the local home building pic- 
ture instead of the fringe. 

Dye’s answer is a new shopping 
center for contractors, home prospects 
and homeowners. He and his associates 

; broke ground for the $2 million project 

; September 29. Called the St. John 
RICHARD J. DYE, developer of the new St. John Building Center, turns first spadefull | Building Center, it is located at St. 
of earth as work begins on the lumberyard unit. Watching, left to right: Alex Berger, | John, Ind. (pop. 684), 12 miles south 
William Tulley, Louis Cinko, James Thiel, all St. John town trustees; Roy Rubright, of the steel cities of Hammond and 
engineer for the project; E. B. Dewes, general contractor; Walter Resan, Standard Gary, Ind. 
Materials Supply Co.; Arthur Krumm, Redi-Mix Cement Co.; James Dye, Standard Served by two railroads and a four- 
Lumber Co. vice-president; and Earl Moore, manager of Standard Lumber. lane through-U. S. highway, the build- 
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Center for Contractors, Homeowners 


ing center will front on this highway 
in the center of town. The complete 
development of this tiny village into 
a city of 12,000 is part of Dye’s plan. 
The proposed building center can easily 
serve a trading area of 500,000. Sur- 
rounded by rolling farm land, the com- 
munity lies in the path of expanding 
home building in suburban Hammond 
and Gary. 

Key to the building center is a drive- 
in self-service lumberyard designed by 
James N. Lindenberger, American 
Lumberman’s architectural consultant. 
The design provides for separating 
retail-consumer sales from larger vol- 
ume contractor trade. 

The yard will be completely me- 
chanized. It will have two drive-in 
warehouse sections to encourage self- 
service by pick-up trade. A centrally- 
located cashier will serve both store 
and warehouse traffic. Contractors who 
want to pick up materials will be en- 
couraged to help themselves. The aim 


is lowest possible operating costs. 

A rail siding is at the rear of the 
17%2-acre property. A floor-height un- 
loading dock is being built to permit 
maximum use of materials handling 
equipment. Straddle trucks will be 
used for moving materials in the yard 
and for making job deliveries. 

Idea is born. “I was looking for a 
good location for another yard from 
which we might serve our Standard 
Lumber Co. contractor-customers bet- 
ter,” said Dye. “The land I finally 
bought was too large for just a lumber- 
yard. In thinking about it, I remem- 
bered the complaints of many of our 
contractor-customers that they have to 
travel from one side of town to the 
other in order to do business with 
various subcontractors. 

“I asked contractors what they 
would think about a building center 
housing all the subcontractors and all 
the material supply houses with which 
they do business. Their reaction was en- 
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thusiastic. They could see the savings 
to them in time and running around. 

“This prompted me to call on several 
other suppliers and key subcontractors. 
In each case I found they, too, were 
making nearly all their deliveries to 
the south of Hammond and Gary just 
as we at Standard Lumber Co. have 
been doing. They wanted to expand 
their service facilities in that direction. 

“We got together and developed the 
idea of the building center at St. John, 
handy to the bulk of our area’s home 
building, as a cooperative venture.” 

Dye admitted that some of the firms 
joining with him have been competitors 
on some product lines. 

“That’s how we know they are good 
operators,” he said. 

Facilities provided. In the building 
center will be stores, a lumberyard, a 
plumbing firm, a heating and sheet 
metal company; an electrical contrac- 
tor; a linoleum and floor covering deal- 

(continued on page 72) 
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100% NYLON 
BRAIDED CORD 





Get your share of the big volume 
in the popular small sizes of 100% 
NYLON BRAIDED CORD. Nylon is 
a natural; hundreds of uses and 
real consumer demand. This little 
merchandiser takes up less than 
1/2 a square foot and its big turn- 
over means real profit for you. 
Cord sizes No, 3 through 4% in 
natural or green. 


SELL IT FOR 


HALYARDS 
MASON LINE 
AWNING CORD 
TENT ROPE 
BUOY LINE 
DECOY CORD 


TROT LINE 
HOBBY WORK 
TRAVERSE CORD 
BLIND CORD 
FISH STRINGERS 
DRAPERY CORD 
FLAG LINE LACING CORD 
PACK LASHING TIE-DOWN ROPE 
RIGGING 


Ask your wholesaler for 
King Cotton Cordage 


KING COTTON CORDAGE 
105 Duane St., New York 8, N.Y. 


Circle No. 37 on Handy Cover Card 
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CO-OP SHOPPING CENTER 
(begins on page 70) 





er; a furniture and appliance store; a 
kitchen cabinet firm (owned by the 
lumberyard); a general merchandise and 
housewares store; a savings and loan 
association; an insurance office; a real 
estate office and an architect’s office. 

Behind the building center’s shops is 
a 15-acre area, where construction has 
started for a ready-mix concrete plant, 
a concrete block and concrete products 
company and a wood component parts 
manufacturing firm (owned by the 
lumber company), which will produce 
roof trusses, plywood _ stressed-skin 
panels, assembled windows and door 
units. Completing this area will be a 
hard materials firm, also owned by the 
lumberyard. 

Dye is purposely setting up different 
companies to handle the sale of various 
groups of building products. In setting 
up the lumberyard, the kitchen business, 
the component parts manufacturing 
and the hard materials yard, all owned 
by the lumberyard or its stockholders, 
Dye says he is not giving away business 
normally associated with the lumber 
business. 

“I believe in specialization,” he says. 
“It’s too much to expect a man to be 
an expert in lumber, millwork and 
building products and at the same time 
be expert in kitchens, plaster, brick and 
roof truss making. 

“Also, while there are unquestioned 
advantages to a one-stop building sup- 
ply business, we feel a contractor should 
not feel obligated to do business with 
only one company if he would rather 
use the services of others. With our 
set-up, the contractor can decide him- 
self where to place his business.” 

Furnish building lots. Standard 
Lumber Co. for many years has de- 
veloped building lots for the conven- 
ience of contractors. This work is 


VOU TUALDAAL CEA AEA LEAMA 


Competes with Cash-Carry 


The Dye brothers were en- 
couraged by other lumber dealers 
in the Lake County, Ind., area to 
tell their story to American Lum- 
berman to discourage cash-and- 
carry operators from moving in. 

“In such a high-cost labor mar- 
ket, contractors will lose money 
buying from a_cash-and-carry 
yard,” Richard Dye believes. 
“They would have to arrange for 
delivery and other important 
contractor services. 

“With our location and yard 
layout, we could easily go into 
cash-and-carry. But we don’t feel 
it can do the job the contractor 
wants done,” Dye declared. 


LaUiT ENA OOUAULATTAAA ONT ENAATEA AEA EAE ! 


managed by James W. Dye, Jr., vice- 
president. The Dye brothers plan to 
continue this at the St. John operation. 
They have purchased a 105-acre tract 
in St. John and have employed a city 
planner-engineer to develop a total area 
plan; other landowners’ tracts have 
been included in the planning, with 
their permission. About 1,000 acres is 
involved in the planning. 

“By good land planning, St. John 
can become one of the nicest residential 
communities in northern Indiana,” Jim 
Dye says. “Because of this, it will be 
a profitable place in which contractors 
can operate.” 

An industrial tract in another part 
of St. John also is being developed for 
local industrial expansion, providing 
jobs for future St. John home buyers. 

The Dye brothers and their associ- 
ates plan a utility company, which will 
build a sewage disposal plant and a 
water works for the entire area. The 
newly formed St. John chamber of 
commerce will have offices on the sec- 
ond floor of the lumberyard store, as 
will the St. John town board. 

“We are not going to force land- 
buying contractors to buy from us,” 
Richard Dye said. “We will earn the 
contractor’s business through our ex- 
clusive services.” 

The ready-mix concrete plant and the 
hard materials business are due to be- 
gin operations shortly; the lumberyard 
will have its grand opening in April, 
1960. The building center will be start- 
ed shortly thereafter. 


Teco Graded Plywood 
Production Announced 


PORTLAND, ORE.—Plywood pro- 
duction carrying the Teco grade stamp 
amounts to about 60 million board 
feet monthly, figured on a %” basis. 

That figure was released in a meet- 
ing here last month between William 
H. Scheick, vice-president of Timber 
Engineering Co. and plywood mill 
representatives. The group laid plans 
for an educational campaign about 
the Teco grade stamp on plywood. 

Companies which subject their ply- 
wood to the quality controls specified 
by Teco (Timber Engineering Co.) 
and distribute the Teco stamp include 
the following: 

Willamette Valley Lumber Co., 
Dallas, Ore.; Willamette National 
Lumber Co., Foster; Western Veneer 
& Plywood Co., Lebanon, Ore.; San- 
tiam Lumber Co., Sweet Home, Ore.; 
Dwyer Lumber & Plywood Co., Port- 
land, Ore.; Custom Plywood Co., 
Grants Pass, Ore.; and Fortuna Ve- 
neer Corp., Fortuna, Calif. 


Nation of Cities 

WASHINGTON, D. C.—The city will 
dominate every section of the country 
by the year 2,000 according to an 
extensive population study just re- 
leased by the Urban Land Institute, 
1200 18th St., N. W., Washington 6, 
KE oe 
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The firms listed below 


to West Coast Lumber Inspection Bureau 


Agnew Lumber Company 
Aloha Lumber Corporation 
American Crossorm & Conduit 
Anderson & Middleton Lumber Co. 
Arcata Lumber Services, Inc. 
Armstrong Lumber Company 
Avison Lumber Company 
Bate Lumber Company 
Bauman Sales Co., Inc. 

Baxter & Company, J. H. 
Berkey Planing Mill 

Bethel Planing Company 
Bohemia Lumber Co., Inc, 
Brooks Lumber Company 
Broughton Lumber Company 
Brown Bros. Lumber Co., Inc. 
Burkland Lumber Company 


Burrill Lumber Company, Eugene F. 


C. & D. Lumber Company 
Caradco Inc. of Oregon 
Carroll Mill Company, Inc. 
Cascade Pole Company 
Cascadia Lumber Company 
Clear Fir Lumber Company 
Clemens Forest Products, Inc. 
Clements Lumber Co., Al 
Coats-Huddleston-Buck 

Lumber Corp. 
Columbia Lumber Co. of Alaska 
Columbia Woodworking Company 
Cone Lumber Company 
Coombs Lumber Company, Inc. 
Coon Creek Lumber Company 
Crawford Lumber, Inc., F. M. 
Daugherty, W. H. (White City Div.) 
Davidson Industries, Inc, 
Diamond Lumber Company 
Dollar Co., The Robert 
Dolly Varden Lumber Company 
Donna Timber, Inc. 
Double Dee Lumber Company, Inc. 
Douglas County Lumber Co. 
Duncan Lumber Company, R. A. 
Eastlick Mills 
Eclipse Lumber Co. 
Edwards Bros. Construction Co. 
Elk Lumber Co. 
Emmerson & Son, R. H. 
Erskine Lumber Company 
Everett Lumber Co. 
Fairhurst Mill Company 
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manufacture lumber 


Far Western Lumber Corp. 

Farris Lumber Company 

Federal Pipe & Tank Company 

First Pacific Lumber Corp. 

Forest Grove Lumber Company 

Forward Brothers Lumber Sales 

Fountain Lumber of Oregon, Inc. 

Frank Lumber Company 

Freres Lumber Company, Inc. 

Georgia-Pacific Corporation 

Gervais Lumber Company, Inc. 

Giustina Bros. Lumber Co. 

Goodyear Nelson Hardwood 
Lumber Co., Inc. 

Green Valley Lumber Co. 

Hammond-California Redwood 
Company (Sub. of Georgia- 
Pacific Corp.) 

Hanel Lumber Co., Inc. 

Herbert Lumber Company 

Hills Creek Lumber Co. 

Hines Lumber Co., Edward 

Hulbert & Muffly Company, Inc. 

Hull-Oakes Lumber Company 

Hult Lumber Co. 

Huntington Shingle Company 

Industrial Plywood Corp., 
Lumber Div. 

International Paper Company 
Long-Bell Division 

Iverson Lumber Company 

Johnson Lumber Company, D. R. 

Johnson Lumber Company, Ralph 

Joslyn Mfg. and Supply Co. 

Ketchikan Spruce Mills 

Kimball Bros. Lumber Company 

Kingsley Lumber Co. 

Kogap Lumber Industries 

Koppers Company, Inc. 

LaDuke Lumber Co. 

Larkins Lumber Company 

Larsen, Clark & Powell 

Larson Lumber Company 

Lorenz Lumber Company 

Lulay Brothers Lumber Company 

Machinery Potts 

Maloney-Chambers Lumber Co. 

McCloud River Lbr. Co., The 

McCormick & Baxter Creosoting Co. 

McGrew Brothers Sawmill, Inc. 

McPherson Lumber Co. 

Medford Corporation 


‘ee 4 
Mid Willamette Lumber Corp. 
Miller Cedar Lumber Co., E, C. 
Miller Lumber Co., I. P. 
Miller Lumber Co., Inc., M. C. 
Molalla Forest Products Co. 
Moore limber Products, Inc. 
Mountain Fir Lumber Company 
Mt. Canary Lumber Company 
Murphy Creek Lumber Co. 
Neal Creek Lumber Company 
Nettleton Forest Products, Inc. 
Nettleton Timber Co. 
Norcal Lumber Company 


Northwestern Lumber & Mfg. Co, 


Nylund Lumber Co. 
Olson Ross Lumber Co. 
Olympic Hardwood Co., Inc. 
O'Neil Lumber Co., J. P. 
Oregon Lumber Company 
Orwaca Land Company 
Pacific Lumber Company, The 
Packwood Lumber Company 
Peirce Lumber Company, Al 
Peshastin Lumber & Box, Inc. 
Pine Mountain Lumber Company 
Pope & Talbot, Inc, 
Red Blanket Lumber Co., Inc. 
Rickini Lumber Company, Inc. 
Riddle Manufacturing Company 
Roddiscraft, Inc. 

(Humboldt Lbr. Div.) 
Rosboro Lumber Co, 
Ross Lumber Co., Inc. 
Round Prairie Lumber Company 


S. H. & W. Lumber Company, Inc. 


St. Paul & Tacoma Lbr. Co. 
(Div. of St. Regis Paper Co.) 

Santiam Lumber Co. 

Seaboard Lumber Co. 

Seattle Cedar Lumber Mfg. Co, 

Seattle-Snohomish Mill Co. 

Seneca Sawmill Company 

Sharp Lumber Company, J. F. 


grade standards 


Springfield Lumber Mills, Inc, 
Standard Lumber & Mfg. Co. 
Star Lumber Co, (Salem, Ore.) 
Star Lumber Co, (Eugene, Ore.) 
Stebco Incorporated 
Stimson Lumber Co, 
Stomar Lumber Company 
Superior Lumber Company 
Swanson Brothers Lumber Co. 
Table Rock Lumber Co., Inc. 
Timber Products Co. 
Timber Products Co. of Oregon 
Timber Structures, Inc. 
Timber Structures, Inc. of Calif. 
Trail Creek Lumber Co., Inc. 
Trinity Alps Lumber Co. 
Trinity National Lumber Corp, 
Tyee Lumber & Mfg, Co. 
Ukiah Pine Lumber Co. 
United States Plywood Corp. 
V K V Sawmill of Willamina, Inc. 
Valsetz Lumber Co. 
Van Vieet Wood Products Co. 
W. O. W. Lumber Company, Inc. 
Wagner Bros. Lumber Company 
Walden Lumber Company 
Washington Timber Products, Inc. 
Wauna Lumber Co. 
West Coast Wood Preserving Co. 
Weyerhaeuser Company 
Whipple Mill, E. G. 
Willamette National Lbr. Co. 
(Div. of Willam. Val, Lbr. Co.) 
Willamette Plywood Corporation 
Willamette Valley Lumber Company 
Willamina Lumber Company 
Willis, Rogers & Pearson 
Lumber Co., Inc. 
Wilson Co., Steve 
(Steve Wilson Lumber Co. Div.) 
Woodproducts Corporation 
Workman Lumber Company, Pau! 
Yoncalla Lumber Co. 
(LIST AS OF SEPTEMBER 15, 1959) 





Simpson Logging Co. 
Simpson Redwood Company 
Siskiyou Mills 

Smith Lumber Co., Ralph L, 
Smith River Lumber Co., Inc. 
Snellstrom Lumber Co, 
Sound Lumber Co. 





Spalding & Son, Inc. 


For addresses, key per- 
sonnel and products 
available from each 
firm send for FREE 
booklet “Where To Buy” 
today! 


Circle No. 38 on Handy Cover Card 





New, Smart Displays In 
Wickes C&C Lumberyard 


Product displays as fine as may be found anywhere are 
building business for the Springfield, Ohio, yard of Wickes 
Lumber Co., giant cash-and-carry firm. The Wickes’ Spring- 
field yard was established in 1951 and operated until re- 
cently without product displays to any extent. 

As seen in the photographs on these pages, the new display 
area is brilliantly lighted, floored with high-grade floor tile. 
Products in finished form are mounted on display stands 
and on walls. All are descriptively labeled and priced. 

Products range from common lumber items through the 
entire list of typical lumberyard items—and some not so 
typical. Shown in the photographs are prefinished hardwood 
block flooring, cedar closet lining, pre-stained hand-split 
cedar siding, various metal building specialties, ornamental 
wrought iron units, pre-hung and pre-glazed windows, garage 
doors and even electronic garage door openers—to name but 
a few. A complete line of builders hardware including lock- 
sets is on display. 

The store and order counters are manned by well-trained, 
efficient men, each in clean uniform with his name em- 
broidered over the left-hand shirt pocket. In the display room, 
customers find ample chairs and benches. To show products 
most favorably, all the lights in the display room are kept 
burning during business hours. 
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COUNTER CLERKS take customers’ orders at the plastic laminate-topped order desk; beyond are 
the well-signed and priced displays which help sell. Note wide range of products: garage doors, 
ornamental iron, special windows, many types of doors, locksets. 
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DFPA is first® 
new markets for 


Spectacular results from full-color ads like this in POST have 
already proven the sales potential of the “second home” market 


the Saturday Brewing ver 30,000,000 
~_ face-to-face ad reader 
impressions per issue 
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‘t ry ag with a new “two homes” promotion 


keyed to the retail lumber dealer 
THIS TREND SETTING PROMOTION is another 


example of DFPA’s creative approach to building 
your sales. 

DFPA market tests made last year proved American 
families were ready to accept the “second-home” idea. 
Developmental work with architects, realtors and 
financial agencies clearly indicated these facts: 


@ The second home market is ripe, ready—and due 
to grow. It’s based on the same modern appeal 
that has skyrocketed sales of boats and other lei- 
sure products. 


The second home market is a lumber dealer market. 
It can be sold and controlled by you—exclusively. 
No sharp-pencil bidding required. Largely, do-it- 
yourself in nature, it is ideal for package selling. 


The second home market is a volume market. 
Materials for a typical fir plywood vacation house 
represent a sizeable—and profitable—order. 


DFPA’s colorful consumer advertising in POST, built 
on these facts, has been underway only a few months. 
Already, results have far outstripped original — and 
optimistic—forecasts. Inquiries have poured in by the 
tens of thousands from families who are ready, now, 
to start building their second home. 


DFPA will continue to lead with millions of dollars 
worth of consumer advertising, publicity and special 
promotions to capitalize on this interest—to make it 
grow—to build an entirely new market for the lumber 
dealers. Complete tie-in merchandising material is 
now being developed. For information write Douglas 
Fir Plywood Association, Tacoma 2, Washington. 
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Grow with the leader /DEPA\ 
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---0ne Jor the work-weeh 
the other Jor pure pleasure 


THERE'S NO PLACE LIKE A SECOND HOME 
a 


And there’ irr 
here's no better time than now to plan your fir plywood holida 


living 


easy driving distance. 


~awa y 
y from the city heat and crowded resorts. You'll find g00d beach or mount. 


to add more life to your leisure. 
y home. It's a real investment in good 


“in property within 


7 a 
; nd you can count on fir plywood to help you build your second home eagi} 
2 : 
economically. Whether it's a simple mountain cabin or a lakeside showplace. : 
fir plywood "6 3 

ply gives vou solid, Permanent construction. Plywood also brightens your 
leisure with light, durable Outdoor furniture... rugged docks and decking ... safe. 
dependable boats and water sports equipment, . 
See your lumber dealer-or write for this colorful 


new 12-page holiday home planning booklet. 


Pont erctase 'Oc to cower m ame vUGe 
DOUGLAS FIR PLYWOOD ASSOCIATION 


Tacoma 2, Wasrngto 
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Now, about our national advertising... 


DEALERS ARE TOLD about big ad 
programs by manufacturers. But 
their effectiveness is questioned by 
many dealers, who report that 
customers often misuse a brand 
name as a generic term. In such 
cases many dealers simply send 
out the brand they stock. 


OK, 100 sheets 7 2x8 
Colotex Sheetrock... 


The Truth About 
BRAND SWITCHING 


Most lumber dealers have no trouble switching a customer 
if they don't stock the brand he requests—providing that 
the dealer's own brand is of equal value. 


Some dealers say it's easier to switch brands for contrac- 
tors than for homeowners. But other dealers say it's the 


other way around. 


A minority of dealers do not try to switch a customer's 
preference. They simply go out and obtain the brand which 


the customer wants. 


RAND NAMES are important in 

selling new homes. As a result, 
brands are stressed most of the time 
by contractors on certain items here,” 
says John Woods, manager of Lum- 
ber Stores, Inc., St. Louis Park, 
Minn. 

“We do our best to switch lines if 
we don’t have what the contractor 
wants. If it’s a reasonable substitute 
and the manufacturing process is 


78 


identical, we usually find it easy to 
change brands. Windows units are 
the hardest to substitute,” Woods re- 
ported. 

Lumber Stores sells mainly to con- 
tractors. “The walk-in trade will take 
what lines we carry. But if an indivi- 
dual is set on a brand, it is harder to 
switch him,’ Woods said. Brand 
names stressed by the Minnesota yard 
include those in hardboard, roofing 


and insulation and builders’ hardware. 

Woods’ comment came from a na- 
tionwide check on brand name pre- 
ference made among dealers by 
American Lumberman reporters. 

Purchasing agent Walt Renlund, 
Gipson Lumber Co., Minneapolis, 
said that contractors usually specify 
brands, but it is not too difficult to 
substitute lines. 

“Homeowners often ask for a na- 
tionally-advertised product. But more 
often, I think, they buy from the in- 
dividual dealer rather than the brand. 
The personality of the dealer is what 
really sells the product,” Renlund ex- 
plained. Gipson Lumber promotes 
brands in gypsum board, roofing, 
paints, hardware and tools. 

But building contractors in Minne- 
apolis are apparently a bit more 
brand conscious than those in other 
sections of the country. Most dealers 
said that it was consumers, not con- 
tractors, who most often insist on a 
nationally-advertised brand. But in 
either case, a brand of equal value 
can be substituted by the dealer, the 
survey revealed. 

We very rarely have a contractor 
customer specify a certain brand. 
When they do, we can usually switch 
them to another if we do not stock the 
one requested,” said Samson Wiener 
of Wiener Lumber Co., Dallas. 

Another Dallas dealer, R. K. Coke, 
owner of Coke Lumber Co., said: 
“The only product in which con- 
tractors insist on a particular brand 
is paint.” 

Down in Decatur, Ga, W. H. 
Weatherford, general manager at 
Glenwood Builders Supply, said that 
the homeowner is more likely than 
the contractor to call for specific 
brands. 

“He’s more brand-conscious. He 
has an ‘image’ of what he wants.” 
Weatherford said. “But, even so, he 
won't often insist on his chosen 
brand. Most homeowners can_ be 
switched—especially if the person has 
had satisfactory experience with the 
retailer.” As for contractors, the De- 
catur firm reports no trouble in 
switching brand requests. 

The biggest selling job on brand 
names comes in appliances and hard- 
ware, Weatherford said. But his firm 
also promotes brands in sheet ma- 
terials, roofing and paints. 

The Georgia dealer’s experience is 
repeated in northern California. 

“It is only occasionally that a con- 
tractor will specify a brand,” said 
R. J. White of Berkeley’s Truitt & 
White Lumber Co. “On the other 
hand, a consumer will come in with a 
magazine ad in hand and ask for an 
advertised brand.” 

“Most of the time we can switch 
the homeowner. For contractors we 
make an effort to get the brand he 
wants,” White said. 

The same reaction came from A. 
H. Stockton of A. L. Stockton Lum- 
ber Co., Daly City. “Brand names 
depend upon the material,” he com- 

(continued on page 80) 
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Bethlehem nail chart 


This eye-catching Bethlehem nail chart is mighty handy for 
everybody who buys and sells nails. Printed in color on a sturdy 
steel sheet, it measures 30 in. high by 18 in. wide. 

Clearly illustrated in actual size is the complete range of popular 
sizes, styles and finishes: bright, blued, cement-coated, and 
galvanized. 

Next time you talk with the Bethlehem salesman, ask him to 
see that you get some of these popular nail charts. And remember 
you can count on him to give you prompt delivery of other 
dependable Bethlehem wire products: baling wire, bale ties, 
barbed wire, farm fence, steel fence posts, bethanized clothesline, 
and bolts and nuts. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA, 


Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


Circle No. 46 on Handy Cover Card 
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Meeting the growing demand for fire safety 
with economy in office, apartment, com- 
mercial and institutional buildings is the 
big job for which Firestop Sone was 
designed. ; 
Firestop Bestwall is the first drywall 
material to provide up to one hour fire 1 re- 
sistant, load-bearing walls and ceilings with 
one layer application on both combustible os 
and incombustible fram Ha: yeas Se 
with two layer applicatior ; : 
No other fire-rated gypsum: ye 
has been proven in as many different con- 
structions and received as many a 
as Firestop. 
Join the national trend to greater fire 
safety in all kinds of construction and share 
in the increased sales and profits that can be 
yours by promoting the recognized leader, 
Firestop Bestwall Gypsum Wallboard. 


“See us at the NRLDA 
Convention — Booth 1206” 
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YOUR BEST BUY 1S 





SUILDING product? 


BESTWALL GYPSUM COMPANY - 
Plants and offices throughout the United States 
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BRAND SWITCHING 
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mented. “If a product such as ceiling 
tile is nationally advertised, consum- 
ers will request it by name.” 

The same answer was given by 
Cincinnati dealers—consumers do re- 
quest brands, but contractors do not. 

Cy Sanders, manager of Queen 
City Lumber in the Ohio city, said 
that the consumer will ask for a brand 
because he has seen it advertised or 
because a friend has used it. 

“When a certain brand is requested 
which we do not carry, we try to 
switch,” said Frank Ruprecht, vice- 
president of J. P. Doppes & Sons Co., 
also in Cincinnati. Ruprecht said that 
most contractors do not specify a 
brand. 

Only price. W. D. Mays, co-owner 
of the Bayshore Lumber Co., La- 
Porte, Tex., finds totally different at- 
titudes about brand names between 
contractors and consumers. “Our 
builders are little concerned about 
anything except price,” he explained. 
“But homeowners become very con- 
scious of brands because of national 
advertising.” 

The consumers, however, are easi- 
ly swayed from one brand to another 
(if it is also well known) because they 
are essentially seeking help from the 
dealer, Mays said. “If you tell them 
another brand will do a comparable 
job (and you’ve got to be honest 
about this) they become readily con- 
vinced,” he added. 

The LaPorte firm pushes hard on 
one line of nearly every product 
group. “We believe that no dealer 
can do justice to more than one line. 
A jumble of brands and lines only 
leads to inventory problems and poor 
customer relations,” Mays said. 

In Houston, price takes precedent 
over brand names with builders, re- 
ports manager Bob Merklein of So- 
Relle Lumber Co. 

“About the only brand preference 
we find are for siding, roofing and 
laminated countertops,’ he said. As 
for homeowners, they are eager to 
accept Merklein’s suggestions. 

SoRelle Lumber pushes one brand 
of paint and a line of high-quality 
tools which their builders prefer. 

In the Rocky Mountain area, A. L. 
reporters checked lumber firms in 
three population-class cities (50,000; 
120,000, 800,000). It was revealed 
that contractors in larger Colorado 
cities are swinging to brand products. 

Firms in Colorado who maintain 
architectural service, along with mill- 
work shops, are brand conscious. This 
was especially true for doors, win- 
dows and hardwood plywood. 

In Raytown, Mo., manager Bob 
Preloger, Logan-Moore Lumber Co., 
viewed brand selling this way: 

“Builders and contractors very 
seldom specify any brand in buying 
from us. We keep them sold on what 
we have. If they come in with some 

(continued on page 81) 
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other brand, we use our salesman- 
ship to sell what we have. A little 
good salesmanship plus a sincere ef- 
fort to give customers what they want 
will eliminate any trouble concerning 
specific brands.” Y 

The answer is to handle quality 
branded products yourself, so you can 
match any brand which is requested, 
Preloger said. 

Don’t know. You've got to be care- 
ful about brand requests, some deal- 
ers claim, because the customer may 
not know what he is _ requesting. 
Many brand requests are misnomers, 
in the opinion of Nick Farina, man- 
ager, Germantown Lumber & Mill- 
work Co., Philadelphia. 

Farina refers to the use of leading 
brands, which are so well known that 
they are used as generic names. 

“A contractor will order Celotex 
or Formica, but he doesn’t really 
mean to insist on that brand. The 
names have become so popular that pe 2 “ee 
contractors associate the material ’ my a - 
with the name.” 7 rly 

In such a case, Farina tries to 


switch the buyer to what he sells. ye SENSENICH CORPORATION «+ LANCASTER, PA 


“But if the order is worth it, we'll : : " 


supply the brand even if we do not oat = SS Seats = Aid 
stock it,” he said. Farina said that Circle No. 40 on Handy Cover Card 





his consumer customers seldom ask 





. ; 
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for brands by name. 

The problem of a specific brand 
becoming a generic name was also THE 
pointed out by Merrill C. McNichols, 


manager of R. L. Sweet Lumber Co., i" 
Kansas City, Mo. yard. (UU 


“Quite often a contractor will 
STORM DOORS 


designate a brand name misused as a 
Now—you have 





generic term. An example is Sheet- 
rock, meaning gypsum board,” ex- 
plained McNichols. 

“In any event, we have little trou- 
ble switching to our brand on the 





your choice of: 





few occasions when a builder speci- A. Costas Combis 

fies a brand which we do not stock, nation Aluminum 

he added Self-Storing Storm 
: Door Units. 


Sweet’s definitely promote their 
own brand names in selling to con- Lineals my oa 
tractors and builders, especially in os gr > aa 
paint, tools and hardware. 

Order service. Some dealers do not 
try to switch brand requests, the sur- 
vey revealed. For instance, in Yonk- 


Full one-inch door 


Completely weather- 
stripped 


Equipped with piano 


ers, N. Y., the Lockwood Lumber hinge or 3 stela- 
Sales Co. will go out and get the less steel Oilite 
brand rather than to switch. bearings. 


“Both contractors and consumers 
will specify brand names. But we STORM 


try to sell all the major brands,” said WINDOWS 


Howard Lockwood, manager. 


In Lubbock, Tex., L. I. Hendrix cages cre 
Lumber Co. reports a similar sales |. Two-track overlap 
policy—they try to get the specified 2. Two-track blind stop 
product rather than switch. 3. Triple tilt 

i gt have = brand of paint Write, Wire or Phone Today 
stacked clear to the ceiling, and a > 
painter wants another brand, we'll x ern 


get it for him,” explained Lloyd 














Hendrix Jr. “Somebody once said P. 0. Box 26 
‘It’s better to lose a $200 sale than Phone GY Powderly Station 
have one dissatisfied customer.’ ” STate 6-6364 Birmingham, Ala. 
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(Here's the one that 

WON'T SHRINK 

This modern plastic in 

powder form makes 

lasting repairs in tile, 

p UTTY wood or plaster, Pays 

dealers a bigger profit. 

WILL NOT SHRINK SELLS BETTER because 

STICKS AND STAYS pyr it WORKS BETTER. 
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Most dealers report 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 
Durham’s Rock- 
Hard Water Putty 

ives you by far the 
Best profit margin on 
an, product of this ; 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and ot so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish, Easy to use. Keeps indefinitely. So 
economical, Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb, cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
industrial users, Order from your jobber. 


The PLASTIC Repair Material 








DURHAM 





















in POWDER Form 
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HAROLD PICKETT, president of Monostructures, 
Inc., holds a honeycomb panel. 





HONEYCOMB FLOOR PANELS fabricated by Monostructures, 
Inc. have 4%” embossed fir plywood top skins with convention- 
al %4” exterior type fir plywood bottom skins. 


Meet Mr. Honeycomb 


A Florida fabricator shows remarkable ingenuity in adapting the basic honeycomb structure to doors, 
box beams, girders, trusses, floor panels, ceiling panels and wall panels. 


ONEYCOMB CORES covered 

with either plastic skins or ply- 
wood skins were developed during 
World War II for aircraft construction 
because of their great strength in rela- 
tion to weight. There is a possibility 
that the honeycomb principle may 
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become a major trend in house com- 
ponents. 

One of the pioneers in adapting 
honeycomb units for building is Har- 
old Pickett. He is owner and presi- 
dent of Monostructures, Inc., Sara- 
sota, Fla. 


When Pickett moved to Florida, he 
went into the construction business. 
He soon realized that too many peo- 
ple were building without the advice 
of an architect. In many cases it was 
because the builder felt he could not 

(continued on page 84) 
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ALWAYS AHEAD OF THE FIELD! 
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44 NEW IMPROVEMENTS FOR 
















PRODUCT BETTERMENT! 
0 New! Copper-Seal Finish © New! Factory-Notched Ends Pomona chs Petpet AA 
Protection where the Eye Saves on-the-job cutting. 2 whic vsemengs 
Can't See! Saves Labor, Time and Costs. e BLUE e GREEN ¢ WHITE 
e PINK e GRAY e BROWN 
@ Mew! pre-punched Nail Holes @ New! Weep-Holes e YELLOW e DARK GREEN 
The applicator’s delight... Completely minimizes condensation. e IVORY ¢ DARK GRAY 









e CORAL e BARN RED 
MAKES OVER 500 COLOR COMBINATION 
















Easy installation! f ' 






For a complete line of Aluminum 

Siding always ask for KOVER-LUM! 
KOVER-LUM Vertical. . Fulfills 
architects’ latest designs. 
KOVER-LUM Embossed . . For 
strength. Excellent for hail- 
storm areas. 


WRATHER-TIGHT... 








WITH OR WITHOUT BACKER BOARD 


A FULL LINE OF SALES AIDES... 





KOVER-LUM Insulated 


AD MATS, BROCHURES, SLIDES, PRICE With weatherboard attached KOVER-STONE . . Genuine IN- 
LISTS, AND A COMPLETE “PITCH-BOOK”’ . . « bonded into ONE piece DIVIDUAL pre-cast stones . . . 
DESIGNED TO SELL! ready to nail! Covers any surface. 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


CALL, WRITE OR SEE US AT 


U.S. ALUMINUM SIDING CORP. 


10551 ANDERSON PLACE PRANKLIN PARK, ILL. Gladstone 5-720060 
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These 3 Multiplex 
displays will make 
money for you... 








44 


DOOR MERCHANDISER LITERATURE RACK 





Full-size sample doors are prepared for display This panel is a natural for merchandising ‘‘Do- 
by attaching simple pivot brackets top and bot- 1t-Yourself’’ booklets, blue prints, home im- 
tom. Doors are interchangeable with display provement loan information, etc. Interchangeable 
panels. with sample doors and display panels. 
DISPLAY PANELS 
For displaying moulding, siding, roof- VISIT BOOTH 322 AT THE NRLDA SHOW 


ing, floor and wall covering, panel- 
ing, plywood, etc. Steel-framed Mul- 


thousonds sf desler whe ore keen A AD Ramee GW -——-—------— 
merchoniver Ope tne nie M ULTIPLEX DISPLAY FIXTURE CO. 





907-917 North 10th Street St. Louis 1, Missouri 


The drawing shows the Please send your mide’ Equipment Catalog 


eae oe 


! 

| 

! 

! 

| 

tloor space needed for a 
typical 10-panel Multi- NAME CHHSCSE EC ESET HSE ESHEETS HEHHEH ESCH HEOE ES ESOS | 
plex display. With 80” “( " | 
Seats: ubnit athe: ats COMPANY...... Pag a be Roe 
330 square feet of dis- BRIG iio ca ceks | 
play space is provided. l 
CITY AND STATE....cccsesses 
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PLYWOOD BOX BEAMS used for floor and roof girders in Hayes residence, Sarasota. 
Beams have 1,” plywood skins, 3%” cores of honeycomb paper with 312” x 4” 
lumber flanges. Beams rest against male blocking which has been glued and nailed to 
adjacent beam. Steel bolts also help to secure beams in place. Supports are 4 x 4s. 


™= 


ORIENTAL INFLUENCE is enhanced by open effect of plywood box beams overhead, 
plus honeycomb sandwich plywood panels on roof, ceiling, floor and walls. Exposed 
skin of panels on ceiling is conventional A-C exterior fir plywood, but many other 
panel surfaces in the homes are embossed plywood. 


MR. HONEYCOMB 
(begins on page 82) 


afford the additional expense. So 
Pickett began to offer design service 
free of charge along with construc- 
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tion plans. This provided the oppor- 
tunity to use some of the ideas he had 
been playing with, among them 
honeycomb construction—both _ ply- 
wood and plastic-covered. Thus was 
born Monostructures, Inc. 

In the first five years of its life 
Monostructures has grown to the ex- 


clusion of almost all other construc- 
tion work by Pickett. Suppliers who 
have worked with him include Doug- 
las Fir Plywood Association, Maso- 
nite Corp., Union Bag-Camp Co. (im- 
pregnated paper honeycomb) and 
American Cynamid (resin for the 
polyester plastic). 

As shown in pictures with this 
article, Pickett has developed the 
sandwich panel for ceiling, walls and 
floor panels. A blending of Mono- 
structure components and plywood, 
both as skins and as tie-in construc- 
tion, has produced some outstanding 
results. 

Doors and panels. Monoclad is the 
name Pickett has given his door and 
panel components which are entirely 
enclosed in a single, seamless skin of 
thermosetting plastic. 

The honeycomb, manufactured by 
Union Bag-Camp, Inc., is paper im- 
pregnated with phenolic, which pre- 
vents fungus formation. Facings can 
vary, but at present exterior grade 
Douglas fir plywood is used almost 
entirely. The plastic skin is a nine- 
part formulation of polyester. No spe- 
cial smoothing of the plywood is 
necessary. 

The doors or panels are cast with 
a 3/16” plastic coating. The forms are 
glass, so the faces come out as smooth 
as glass. The net result is a door or 
panel which is highly resistant to 
moisture, chemicals, salt air and 
spray, impact, aging and bowing. 

Maintenance is low since colors are 
integral and ultraviolet attack is min- 
imized. There are seven stock colors. 
Custom colors are available on special 
order. 

The lumber framing surrounding 
the honeycomb interior receives the 
hardware, which can be installed on 
the job. Stock sizes are made. Custom 
sizes are available on request. 


At present, the doors are proving 
especially popular in schools and hos- 
pitals. At the Brentwood school, Sara- 
sota, 57 exterior doors in the 24-unit, 
$630,000 structure are Monoclad. 
Both the architect, William Rupp, and 
the school superintendent, A. A. 
Scott, agreed that the cost of the 
doors was comparable to other top- 
grade flush plywood doors. The life 
of Monoclad doors has been various- 
ly estimated up to 60 years. 

Box beams. Portable school room 
units are helping to solve Florida’s 
problem of overcrowded schools. 
Monostructure, Inc., fabricates such 
units from Douglas fir plywood beams 
and sandwich panels. 

The standard building measures 
24’x32’. Siding is exterior Texture 
1-11 fir plywood applied vertically. 
The building can be varied for one 
or two doors and either louvered or 
jalousie-type windows. 

The whole construction centers on 
one 5”x24”x32’ beam running the 
length of the building. Fir plywood 
skins are 94” over the honeycomb core. 
This beam supports 16’ of roof on 

(continued on page 88) 
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Micro-Tongue 
Micro-Groove 


for faster laying...tap-in fit... 


rng 2. Oak Flooring 


Saves Even Skilled Floor Layers 
Hours Per House 


Every strip of properly seasoned, kiln dried Long- 
Bell Oak Flooring is carefully machined to hairline 
tolerances. Edges and ends are milled to the most ex- 
acting standards. Every splinter-free strip goes down 
quickly and beautifully ... fits like a glove. 

Because homeowners prefer the warmth and beau- 
ty of Long-Bell Oak Flooring, it is the first choice 
in residential construction. 

Long-Bell Oak Flooring gives you a wonderful 
selling advantage... for it is truly the best flooring 
money can buy. 


a OS ee aE 


INTERNATIONAL PAPER COMPANY 


Produced in Volume...For Lower Unit Cost IonGReLL 


Let’s Visit—Booth 1043 DIVISION 
NRLDA—Cleveland—Nov. 14-17 Kansas City, Mo. Longview, Wash. 





WRITE-WIRE-PHONE Your Nearby Long-Bell Supplier 
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Nautilus No-Duct 


in anew deluxe model priced for 





Eliminates cooking odors, grease and smoke without ducts or vents 


Now you can offer all prospective home buyers the 
comforting assurance of grease-and-odor-free kitchens 
—thanks to this new no-duct range hood, specially 
designed and mass produced . . . and priced low enough 
for your lowest-cost homes! 

There’s nothing to take up cabinet or shelf space. 
And, because there’s no expensive duct work or in- 
stallation ...no tinsmith, no carpentry, no holes in 
the wall... the NAutitus No-Ductr Hoop costs less 
than the total cost of conventional units. 

Using a special Activated Charcoal Filter—plus a 
Grease Filter—the NautiLtus No-Duct Hoop removes 
cooking odors, fumes, grease and smoke, recirculates 
pure, fresh air. No stains or smudge, no clean-up jobs! 


Quality built, of rugged unitized construction, this 
new self-contained appliance can be easily installed in 
your sample kitchen... over any kind of range, on 
any wall, in any type of home or apartment. 


e Quiet-operating fan 

e Heavy-duty Activated Charcoal Filter 
e Lifetime Aluminum Mesh Grease Filter 
e Built-in light . . . pushbutton control 

e Available in 30", 36" and 42" lengths 
e Colors: Coppertone and Silvertone 


Custom Model also available in a complete range of sizes 
and finishes 





ood 


every home 


Uses same air purifying principle as Sub- 
marine Nautilus. The Nautitus No-Duct 
Hoop eliminates odors and air contaminants 
with an Activated Charcoal Filter—the same 
scientific principle that enabled the atomic 
submarine Nautilus to stay under water two 
months without new supplies of fresh air. 


WA 
Nautflus 


NO-DUCT HOOD 


CAN BE INSTALLED IN MINUTES 


No vents, ducts, carpentry required 























Powerful fan (A) draws odor and grease- 
laden air through the Grease Filter (B) and the 
Activated Charcoal Filter (C), then recirculates 


MAJOR INDUSTRIES, INC. 
505 North LaSalle Street 
Chicago 10, Illinois 


Please send me further information and prices on the 


Deluxe NAUTILUS NO-DUCT HOOD (Model P-1) 
a —— 
Company ——___ 


Address___— 





Advertised in Better Homes & Gardens 
Featured on Network TV Shows 





PORTABLE SCHOOL UNITS fabricated by Monostructures, Inc., 
Sarasota. Building measures 24’ x 32’, built from box beams 


and sandwich panels. 





MR. HONEYCOMB 


(begins on page 82) 





either side, 12’ of ceiling and 4’ of 
overhang outside the walls. 

Running the length of the building 
and supporting the entire unit are 
four 4”x1’x32’ Monostructure floor 
beams. Each of these box beams rests 
on five concrete pilasters. Panels are 
4” thick with %” fir plywood skins. 
The building has 8’ spans. 

Siesta Key cottage. Pickett’s per- 
sonal beach cottage at Siesta Key is 


a modification of the portable school. 
Dimensions are 24’x32’, but a tiled 
portico has been added along the wa- 


terfront side of the cottage. 

Other modifications include a 6’ 
cantilever overhang of the roof on the 
portico side, floor panels with 4” hon- 
eycomb cores and %4” plywood skins, 
top and bottom, with top skin em- 
bossed “Tweed.” 

The surface is treated with Watco, 
which densifies wood and makes it 
highly resistant to fungus and mildew. 
Both skins are exterior grade-AC. The 
interior surface is waxed. This type 
of floor is said to be dry, resilient 
and well insulated. 

Outside wall and roof panels are 
marine grade plywood with paper 
overlay. This is coated on the outside 
with DuPont metallic “Hypalon” 
paint. This requires no maintenance, 
Pickett says. 

Both floor and wall panels are 
Monostructure with Douglas fir lum- 
ber spline members. These are glue- 
nailed, tying not only the panels to- 
gether, but joining the skins into one 
skin. The interior is done in ribbon- 
stripe lauan. 

According to Pickett, one of the 
most important factors in construc- 
tion, especially in Florida, is tying 
the unit down. This feature is well 
taken care of in the Siesta Key cot- 
tage. The concrete pilasters on 
which the floor beams rest have 
shoulders to support the beams. The 
extra heavy lumber framing of the 
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box beams is also bolted to the ver- 
tical extension of the concrete sup- 
ports, with bolts that pass completely 
through the units. The floor beams 
are 8’ on center. 

Cape Haze house. An example of 
the architectural blending of large 
quantities of plywood and Mono- 
structure components is the home of 
Mr. and Mrs. Russell C. Brooks at 
Cape Haze, Placida, Fla. 

Featuring a butterfly roof and ex- 
posed Monostructure support beams 
that extend to the ground, the house 
commands an imposing site overlook- 
ing Gasparilla Sound and the Gulf of 
Mexico. It is 75’6” long, and the 
basic construction is six 12’ bays, 
which makes the house 72’ wide. 
The total roof area is 4,839 sq. ft. 
The house has five bedrooms, three 
baths, and a centrally located kitchen 
area. There are 11 sliding plate glass 
doors. 

The basic idea of the house was to 
roof a large area and then locate the 
various living areas under the roof, 
separating living from sleeping areas 
by means of roofed patios. The archi- 
tect feels that in the sub-tropics large 
roofed areas are a “must.” The liv- 
ing area has 2,000 sq. ft. of floor 
space and there are 2,100 sq. ft. made 
up of porches, sun pockets, a double 
carport and a screened off area. 

Monostructure decking was used 
for the roof. Sandwich panels have a 
top skin of %4” exterior plywood, a 
3%” honeycomb core and a finished 
ceiling skin of 5/16” Masonite Panel- 
groove. 

Thiakol compound was used on the 
butt joint of plywood on the top side 
of the roof panels. The top skins of 
the roof panels are painted with a 
generous coat of “Hypalon” polyester 
plastic paint (manufactured by Maintz 
Paint Co.), and is the only roofing 
applied to the panel. All metal flash- 
ing was eliminated. The ceiling was 
brought down the exterior wall and 
back into the room, forming a con- 
tinuous light valance. 

The central area, a graveled indoor 
garden space, is at the low point of 


Earn 


THE HOBOAT built from honeycomb panels gives the boat 150 
flotation cells per square foot, resulting in high strength and 
unsinkable qualities. 


the butterfly roof and the invert of 
the plywood bent. Maximum span of 
the bent is 24 feet. Skins on the gird- 
ers that span 24’ are %8” exterior 
fir plywood. All other bents have 
4” exterior plywood skins. All bents 
have 314” honeycomb cores. Walls 
in this central area are %” Douglas 
fir plywood—Texture 1-11. 

The owner was his own general 
contractor. He and his family took 
occupancy in February of this year 
and are delighted with the house. To- 
tal cost was $30,200. 

The Hoboat. One of the most unu- 
sual applications of Monostructure is 
in the Hoboat, a houseboat which 
Pickett advertises as “The fun of a 
boat with the comforts of home.” The 
use of Monostructure honeycomb 
panels gives the boat 150 flotation 
cells per sq. ft. which results in amaz- 
ing strength and unsinkable quality. 

Overall dimensions of the Hoboat 
are 10’x32’. Included are an 8’ fore- 
deck, a 6’ rear cockpit, galley, dining 
and stateroom, head, shower, a twin 
bedroom, and ample closet, cup- 
board, and storage space. 

The bottom is constructed of sand- 
wich panels 4” thick. These have ma- 
rine-grade waterpoof plywood over 
the honeycomb core. The hull sides 
are made in one piece according to 
rigid engineering principles of a ply- 
wood girder. Each side is, in effect, 
one complete piece 3’x32’ and is 3” 
thick including the honeycomb core. 
This makes a tough, impact resistant 
construction which is dry and well in- 
sulated. 

Both the forward and top decks are 
similar to the bottom construction. 
The treated top deck reflects the sun- 
light and keeps it cool. The entire 
boat is insulated. At present, the Ho- 
boat is sold only in Florida. But the 
shell or basic structure is being sold 
elsewhere. 

Pickett sees a great future for com- 
ponent fabrication in the building 
field. He calls for help from manu- 
facturers to develop more fire and 
water-resistant coatings for lumber 
and plywood. 
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TITANIC OUTSIDE WHITE’ | BLUE JADE 


WHITE WORK OWLY 


AMERICA’S LEADING TV SALESMAN is back Tuesday evenings 
helping Pittsburgh dealers sell more Pittsburgh Paints. 


Garry Moore’s popular nighttime show again blankets the nation. 
This pleasing blend of mirth and melody appears on CBS network and 
affiliated stations, reaching twenty-five million viewers. 


Cash in on this opportunity to increase your sales and profits with 
Pittsburgh Paints. Mail this coupon. 


! Pittsburgh Plate Gloss L119, Phecburgh 
Division Dept., AL-119, P' 22, Pe. 


® 
| Paint 
ITTSBURGH AINTS ' Gentiemen: Please send me more information on how | can tie in 
| with the popular Gerry Moore TY program to increase paint 


PAINTS * GLASS * CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 
PITTSBURGH PLATE GLASS COMPANY 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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HOW 

TO 
MAKE A 
ROLL OF 
FENCE 
BELLOW 
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haul 


Only Keystone Steel & Wire Company does it! Each roll of fence made 
by Keystone is branded with red paint. This special trademark bellows 
RED BRAND! Your customers recognize this fence with the top red 
wire immediately. They know it’s Red Brand—the fence that’s Galvan- 
nealed® to outlast ordinary galvanized fence. 





Proved in Performance... 


Red Brand is a big seller because it’s proved in performance. It has been 
a favorite among farmers for generations. Users of Red Brand agree it 
costs less to own the best fence because it lasts years longer. Red Brand 
is made of the finest copper-bearing, rust-resistant steel wire. 











Strong Selling Support... 


Naturally, you benefit from the wide popularity and quick identification 
of all Red Brand products, including Galvannealed Red Brand barbed 
wire and Red Top® steel fence posts. Keystone continues to give you 
strong selling support with advertising over farm radio and television 
and in national and local farm publications. All this means faster turn- 
over and higher profits for you. 

Why sell less when you can sell more of the best? It will pay to 
stock up on Red Brand today. 


















KEYSTONE STEEL & WIRE COMPANY 


Peoria, Illinois 


makers of Red Brand Fence - Red Brand Barbed Wire - Red Top® Steel Posts + Keyline® 
Poultry Netting » Non-Climbable Fence - Gates - Nails - Baler Wire 
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what's the PRICE? 


Retail prices of both green and dry fir dimension lumber have 
been generally firm in th Atlantic seaboard states during the past 
several weeks. The farther west you go, however, the softer 
become these prices. Yellow pine items seem to go counter to this 
trend, dropping a shade in all areas from which price reports have 
come. 

Fir plywood prices along the east coast have been dropping, f 
standing firm in the north central states and the southwest and 
in the Pacific Northwest they have actually been rising. General- 
ly along the west coast retail prices to contractors have been 
fairly firm during October. 

As usual, there seems little consistency in the relation between 
mill and retail prices,nor does a product’s freight burden seem 
to affect price levels. In one major metropolitan area, for exam- 
ple, two large yards 25 miles apart, are quoting prices $25 dif- 
ferent on standard barometer items (perhaps $1 per mile is 
judged a proper value of distance?). 





Current Retail Price Levels 


(American Lumberman's opinion of retail prices to typical one-house contractors, based on current reports received von sending fastens.) 
Zene 6 Zone 7 one ene 
7” Gee, ee ee Oe, gti ent ees. 
Atlanti Atlanti Atlenti Central Central Central Central 





LUMBER 

Douglas fir: $116 
Dimension: $120 

$116 


$115 


$140 
$150 
$140 
$150 
$135 


$145 $145 $135 
$145 $147 
$150 oh 
pated $135 


$145 $143 
$150 
$143 
$150 


R/L 2x4 
2x4 $150 $145 
R/L 2x10 $150 $145 
x10 R/L 150 $145 
R/L 1x6 and 1x8 $130 


¢ 
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m 
Dimension: Std. 

Std. 
Boords: 


Western Pines: 
Boards: No. 2 & Bir. dry 1x8 R/L S$4S or 


lap 
net & Btr. dry R/L 1x8 $4S oF 


$185 
Ne. 4 Bir. dry R/L 1x8 $4$ or 
shiplap $160 


$135 $125 
$140 $120 
$135 $176 


$142 $145 
$145 $160 
$150 $145 


$145 
£145 
$150 


$e 


R/L 1x6 and 1x8 


$ 


$185 $190 $185 
$145 


$125 


$240 $200 $180 
$135 
$130 


$170 
$122 


Southern Pine: 


y 2x4 
R/L 2x10 


$115 
$117.50 


Boards: 


R/L 1x8 S4S or 


$ 90 
$107 


$125 


$110 
$112 


$125 
$140 


$130 $115 $135 $110 $130 
Hardwood Flooring: 

Clear eak 25/32"x2),” $287 $265 $280 $245 $280 
Select oak 25/32"x2,”" $275 $250 $275 $215 $240 


Interior Softwood Paneling: a ae 
Neo. 2 ponderosa 
No. 3 ponderosa med R/w 
Woed Siding: 
Redwood bevel! sidi 
Cedar bevel siding 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label 


$200 


230 
: $180 


$220 


$220 


$250 $235 
$200 


$240 $220 


$300 


$302 
$290 


$285 
$291 


xO” 
$275 


280 
i,”*x1 0” a 


$250 


$ 20 





PLYWOOD: 
. Ve" DFPA-AD interior glue 
» Ve" DFPA-AD exterior glue $ $155 
” DFPA-CD sheathing interior glue $140 
+ Va" DFPA-CD sheathing interior give $170 
Fir, %" DFPA-CB sheathing interior give $190 
Birch, Ye" A2 
Philippine mahogany, 4" rotary cut 


MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 1%"-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped end balanced 


BUILDING MATERIALS: 
white paint, first grade 
commen steel nails 
Mineral weol insulotien, full thick batt 
Weod fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
HY insulating building board 
25/32” sheathing 








ASacan 


PAPAAAAAAA 
SUvowmaowo— 
Sass 


$ 60 
$200 $210 $195 


Ny 


” gypsum wa 
i tempered hardboard 
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Push-button loading 


* 
Rugged, heavy duty steel construction 
e 


Handle lock * ¢ « coat 


(3) 


Neu 


~~» 
a 
— 


Open channel takes two staple 
sizes: 1/4” and 5/16” 


a 
: vr ~ 
—- 

e 

e 


Load indicator 


Swingline *4% Staple Guns 
have more selling features 
your customers demand! 


Kosulte: More Swingline *4” Staple Guns are sold 


than all others combined! 


*With exclusive push-button loading and built-in staple extractor. Handle lock. 


a — 
FOR COMPLETE INFORMATION, CONTACT: Swingline me. LONG ISLAND CITY 1, NEW YORK 


World's Largest Manufacturer of Stapiers for Home and Office! 
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Defective Materials Give 
Dealers Bad Headache 


Imported products give the most trouble, but 
complaints are made against domestic suppliers, 
too. Chief complaint: poor quality control. 

Dealers credit suppliers for 100% backing; say 
bungling customers, rather than materials, frequently 


to blame. 


EFECTIVE MATERIALS, even 
in these days of highly-skilled 
manufacturing techniques, cause lum- 
ber dealers plenty of headaches. But 
oftentimes the dealer has only himself 
to blame for trouble-making materials. 
“The way to avoid trouble,” be- 
lieves Lawrence Peacock, president, 
Peacock Lumber & Supply Co., 
Miami, “is to buy grade-stamped lum- 
ber and _ nationally-advertised lines 
from good sources.” 

Art Masters, president, Contractors’ 
Supply & Lumber Co., Houston, Tex., 
takes a stronger view: 

“Defective materials in most 


cases,” he declares, “are largely the 
dealers’ responsibility. No one forces 
him to buy junk! If he doesn’t know 
what he’s buying, he is probably in 
the wrong business.” 

Nevertheless, a cross-country check 
by A. L. reporters indicates that deal- 
ers are receiving more defective mer- 
chandise than they should. Here are 
some of the products listed as below 
grade or defective enough to cause 
complaints and returns: 

Hardware, mainly lock sets and 
nails and mostly imported merchan- 
dise; paint, roofing, plywood, lumber, 
aluminum doors and windows; doors, 


both hollow core and folding; gyp- 
sum board. 

Return policy. Without exception, 
dealers reported that they accepted 
returns on defective merchandise, 
even when the complaint was ques- 
tionable. This feeling was pretty well 
summarized by William Mellany, 
treasurer, Scarsdale (N. Y.) Supply 
Co. 

“You've got to keep the customer 
happy and contented if you want to 
stay in business.” 

Fred Boes, general manager, An- 
chor Lumber Co., Salt Lake City, 
says his firm allows full return on de- 
fective merchandise, even though the 
jobber makes a service charge. H. B. 
Hulett, North Bay Lumber Co., 
Corte Madera, Calif., said that the 
only time he didn’t accept returned 
merchandise was on_ special mill- 
work. 

“Even then, if the complaint ap- 
pears legitimate, we will take care of 
it,” he said. 

Frank Adams, manager, Scherer 
Bros., Minneapolis, has another good 
reason for bending over backward on 
defective merchandise. He says the 
customer oftentimes has a friend, who 
is a good prospect. Still another good 
reason is advanced by C. T. Brown, 
president, Brown-Bowen Lumber Co., 
Stafford, Tex.: 

“The word spreads like grass fire 


(continued on page 98) 











HAND SPLIT SHAKES 


Wonderful for roofs, or walls, or in tasteful 
combination—vunmatched for exterior design 


WE HAVE THEM IN 


REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
. truck body 


24” light or heavy 
18” light or heavy 


tapersplit Y. x % x 24” 


RESAWN SHAKES 


24” light or heavy 
18” light or heavy 


Furnished From our own plant 


Export and American Standards 
Send us your Inquiries 


WHONNOCK LUMBER COMPANY LTD. 
Douglas Fir * West Coast Hemlock * Western Red Cedar 


WHONNOCK, B. C. 





Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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100 ESTATE HEMLOCK $25 


CANADIAN HEMLOCK 
Graceful and Beautiful. Ideal for Hedges, 
Screening, Backgrounds and Reforesting 


12” to 18” 100 for $25.00 1000 for $200.00 
18” to 24” 100 for $40.00 1000 for $300.00 


F.0.B. SHIPPING POINTS—PACKING FREE 
EVERGREEN SUPPLY 


P. O. Box 341 e ERWIN, TENN. 
SHIPPER SINCE 1925 
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therproofing products your 

now is the time for you to cas. 

d. Your customers will like the 

. They'll see at a glance how eé 
hey'll really go for the lower pri 


ROBERFE 


WEATHERSTRIPPING DIOlO) = ON Ee) 


its. Nylor 
1 tighter seal 
V Ww VP ieletsmel mele la-] 0): vi ! 
Self-selling carton, 15 complete kits — suggested lized a Self-selling carton, 10 com 
list, $1.95 per kit plete kits — suggested list, $2.95 per kit 





FREE DEMONSTRATOR ¥ 
Sells without words! ” Ble 


j TAP py f 
7 


Contact your wholesaler today! 
or write Dept. AL-119. 


THE ROBERTS co. 


600 North Baldwin Park Bivd., City of Industry, Calif. 
Quality Products for Home and Industry for over 20 years. 
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1 NEW COVER for maximum dealer use 


Designed for fast reading, the new cover includes a complete listing 
of everything in the book. All basic product categories are listed and 
pages numbered. A natural development in line with American Lum- 
berman and Building Product Merchandiser’s policy of “Headline 
Talking” covers pioneered in 1959. 


2 NEW NAME for maximum dealer use 


New name stresses buying use of the book which the product data 
prepares the reader for. Kinds of product information leads naturally 
to buying function. Kinds include specifications (by types, sizes, 
uses, characteristics), estimating data; information on application 
and finishes or finishing. on 


3 NEW CLASSIFIED AIDS for maximum dealer use 

Classified sections have been set up to insure easiest use possible, 
quickest possible. 

Classified buying directory—A convenient index of products with 
advertisers making the item listed and pages numbered. 


Classified index for product estimating—Tables, charts and text for 
efficient estimates quickly located by reference to this up-front index. 


Classified buyers’ guide to manufacturers and their products—A 
proved, well-used index long a dealer favorite brought up-to-date 
with new categories reflecting changing character of dealers in the 
market. The most comprehensive index of its kind in the industry. 


Brand names directory and dealer and wholesaler association index, 
up-dated, increase reference utility of the new book. 


4 NEW PRODUCT CATEGORIES for maximum dealer use 


Product categories have been increased from 10 to 14 and have been 
overhauled to provide readers with the easiest possible classification 
to make use faster, information more comprehensive. All have been 
brought up to date. Changes made fully cover the growing product 
lines of building materials dealers and wholesalers. Changes include 
these important ones: 

Components—In line with the growing popularity of components of 
all kinds, this new section has been added. It covers not only basics 
like wall units and trusses, but also many smaller but important 
units. Typical examples are pre-hung doors, pre-fab fireplaces and 
chimneys. Steel-span buildings are also described for both farm and 
industry. Machinery and supplies for prefabbing will be in this new 
section. These include heavy duty saws, truss machinery, special nails, 
adhesives—the growing line of goods closely tied to components and 
prefabrication. 

Windows and Doors—Standard categories now divided into two 
——— categories, revised, made more complete and brought up 
to date. 

Building Specialties—Detailed editorial coverage on popular special- 
ties is contained in this new section. 

Metal Building Products—The first complete presentation on the 
many new items speeding home building and cutting costs. Items 
run from bridging to framing anchors. 

Builders Hardware—The first complete data section in this field on 
an important category. The result of the growing importance of 
builders hardware to the building materials retailer. 

Farm & Home Hardware—All the hardware not strictly builders 
hardware is included in this all-new section. With this section, the 
ene store merchandise popular with dealers is given new 
emphasis. 








IMPORTANT STATISTICS—CHECK YOUR SCHEDULES NOW 


Date of Issue—Published as second 
March, 1960 issue of American 
Lumberman and Building Products 
Merchandiser March 28, 1960 
(Previously second issue of January). 


Display Ad reaper ge oo American 
Lumberman and Building Products 
Merchandiser display advertising 

rates apply, except for multiple page 

inserts, which earn special discounts. 
See Rate Card or SRDS. 
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WHAT THE SPECIAL ADVANTAGES 
1 MAXIMUM dealer usage and retention 


Getting high usage among dealers of its annual reference book is 

nothing new to American Lumberman and Building Products Mer- 

chandiser. Look at this record, based on results of personal inter- 
view depth studies of 100 lumber and building materials dealers in 

48 States conducted by Daniel Starch and Staff in 1957: 

e The DATA File has 23% to 39% more dealer retention than 
printed product data furnished dealers by manufacturers using 
other means of distribution. 

e An amazing 99% retention of the Data File among dealers studied 
9 months after distribution. 

e A very high percentage using BOTH the product data section 
(79.8%) and the Buyers’ Guide Section (87.2%). 

e Well over 50% of the dealers retaining and using the Data File 
had an annual sales volume in excess of $550,000. 


2 MAXIMUM regular usage 


Even if dealers do use it and do remember the product information 
and manufacturers making them, the question sometimes arises, 
“But how often do they use it?” 

Again, a comprehensive study provides revealing information on the 
extraordinarily high usage of American Lumberman and Building 
Products Merchandiser’s annual reference. A study of 818 lumber 
and building materials dealers conducted under the direction of 
Dr. Albert Haring, professor of marketing at the Indiana University 
School of Business, shows that: 

¢ 90% of the dealers studied use the Data File for reference. 

¢ 52% use it daily, weekly or monthly; 38% occasionally; 8% 

rarely; 2% never. 


ARE AND WHY 


92% keep the File in a handy reference spot and 93% 
until the next annual issue is received. 
82% use it as a selling tool. 
56% use no other regular reference source for dealer buying and 
selling data. 
66% keep less than 50 current manufacturers’ catalogs on file or 
maintain no catalog file at ail. 
97% rate product data as “valuable” or “some help”; only 3% 
that it’s “not needed.” 

e 4 is the average number of users per Dealer copy. 


REMEMBER: The All-New 1960 Buying and Product Data File is 
specifically designed to increase even these startling 
use and retention statistics. 


3 MAXIMUM dealer buying action 


As product lines broaden and as new lines come on the market, 
dealers continue to add to their lines and types of products.* When- 
ever they want to check a source of supply, recall a source of suppl 

not frequently used, find a name (whether of a manufacturer, na i 
uct or brand name) or check specifying or estimating data on 
products, dealers turn to the Data File. At that time, they are at 
some stage of buying. The importance of advertising in this issue 
—the most used of any in the field—is to be represented with 
the right information at the right time. This will even more 
important with the All-New Buying and Product Data File, with its 
Design For Use that will increase even past high usage. 

*Figures by major product categories are available which show in- 
creasing numbers of dealers taking on additional lines and tvpes 
of products. 


retain it 








DEFECTIVE MATERIALS 
(begins on page 94) 





when a customer thinks you’ve done 
"em wrong,” he asserts. 

“It’s hard enough to get new cus- 
tomers nowadays, so we don’t want 
to lose our old ones,” explains Elmer 
Novelli, manager, Devon (Penna.) 
Building Supply Co. 

Su support. Most dealers ex- 
pect ir suppliers to back their ma- 
terials 100%. Manny D’Anastasio, co- 


owner, Ott’s Lumber & Millwork 
Co., Pennsauken, N. J., takes this 
position: 


“I am an agent of the manufac- 
turer. I only stand in back of what 
they will guarantee.” 

Dealer Peacock, Miami puts it 
succinctly: 

“I won’t buy anything from any- 
body at any time that won't be re- 
placed, if defective. If they won't re- 
place their merchandise, they don’t 
sell me.” 

George F. Russell, Millard (Nebr.) 
Lumber & Grain Co:, backed up this 
position with this comment: 

“If a supplier won't stand behind 
an item, we either drop the item or 
we drop the supplier.” 

Like the dealers quoted above, 
some suppliers will bend over back- 
ward on this point. Melbourne Rom- 


ney, Sr., president, Romney Lumber 
Co., Salt Lake City, said their sup- 
plier of redwood furniture and shut- 
ters offer such an iron-clad guarantee 
that they include freight in their re- 
turn, if needed. However, it’s not just 
the defective merchandise that causes 
the headache sometimes; it’s the la- 
bor involved if the product has been 
installed. 

“Although we replace the product, 
the big block has been in labor, that 
is the time the contractor or customer 
has spent finishing the project,” points 
out Robert Loftus,” sales manager, 
Norwood (Ohio) Sash & Door Co. 

Manager Arthur Bivins, Pacific 
Lumber & Supply Co., Miami, re- 
ported that his firm once reeim- 
bursed a man for part of his labor 
when defective materials were in- 
volved and the jobber went along with 
his share of the cost. 

Customers ait fault. Although cus- 
tomers may claim a defect in ma- 
terials, a good many times this is the 
result of their own negligence, deal- 
ers claim. 

“Most complaints, I find, come 
from customers’ misuse of the prod- 
uct,” declared dealer Russell, Millard, 
Nebr. 

“So often it’s poor workmanship 
in installing a product that leads to 
customer complaints,” said manager 
Frank Adams, manager, Scherer 
Bros., Minneapolis. “For example, it 
may take a homeowner a day and a 


half to install a garage door while an 
experienced person with the right 
tools can do it in a few hours.” 

Agreement on this point came 
from Steve Smith, manager, King 
Lumber Co., Kansas City, Mo. 

“Most of the calls or complaints 
we get are the result of customer 
ignorance or mishandling of mer- 
chandise after it is delivered to them. 
Take paints, for example. The other 
day one customer mixed some latex 
paint with oil paint. It took some ex- 
plaining, but there wasn’t anything we 
could adjust for them. Paint is also 
sometimes applied over improperly 
sealed walls and wet surfaces. 


“Better customer education on the 
product and how to use it will avoid 
this type of complaint. I cite paint as 
one example of customer abuse of a 
good product.” 


Amateurish installation, rather than 
defective merchandise, was pointed 
up by Louis Moore, owner, Wein- 
gartner Lumber Co., Newport, Ky. 


“We had a complaint on windows. 
However, after investigation, we 
found it was a do-it-yourself project 
and the window frames were not 
squared,” 

Troublesome materials. Dealers in- 
dicated that imported materials, es- 
pecially hardware and nails, have 
given them the most headaches. But 

(continued on page 100) 





MEET THE PERSONALITY LOC 


with loads of exciting 


eye-and-sales appeal.. 








Exceptional Quality, Durability and Economy — 


Ne lock can be installed faster! 


A sparkling new addition to NATIONAL’S widely 
popular line of locksets. Gracefully styled; pre- 
cision engineered quality. Self-aligning thru- 
bolts for ease of installation. Available in all 
standard finishes for both residential and com- 


mercial use. Lifetime guaranteed. 


SELF-ALIGNING THRU-BOLTS 
JUST 3 PRE-ASSEMBLED UNITS 
ALL STANDARD FINISHES 


AVAILABLE WITH OR WITHOUT 
DEADLOCKING LATCH BOLTS IN 
REGULAR OR S (1 PIECE) BACKSETS 





Over 25 Years Manufacturing Fine Builders Hardware Exclusively 


NATIONAL HARDWARE CORP. 


Also matching pup design in interior sets 


for passage, bath, chamber and closet. CHICAGO: 205 W. Wacker Dr. 


NEW YORK: Ozone Park 16 ° 
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GUARA 
PLysconD 


You'll sell more of this premium sheathing — made by 
Georgia-Pacific— because it can be stored outdoors with- 
out regard to weather conditions. It’s guaranteed against 
delamination and mold up to one year*—eliminates stor- 
age problems, piece-meal deliveries, other costly con- 
struction delays. Builders use this superior plywood for 


*Georgia-Pacific guarantees G-P Premium Sheathing against delamination and mold for 12 months when stored outdoors off the ground, tarpaulin-covered 





all sheathing applications—wall sheathing, roof decking, 
subflooring, etc.—saves time, speeds work in any weather 
—at cost of only pennies a panel more. All standard 
sizes—5 thicknesses. Edge-sealed panels; steel-strapped 
bundles, 25” high, for easy handling. Georgia-Pacific 
Corp., Dept. ALBP 1159, Equitable Bldg., Portland 4, Ore. 


or for 6 months, uncev 





Remember, men - 





It's Georgia-Pacific 





cn 


premium sheathing 


that carries a 





written guarantee! 


See the Georgia-Pacific exhibit 
in NRLDA show—booth No. 1034 
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WELLS 
THRESHOLDS 


a demand product 
wherever building goes on! 


Universally accepted by the new build- 
ing as well as the remodeling industries, 
aluminum thresholds now offer an im- 
portant new profit opportunity to the 
building supply dealer. Easily inven- 
toried, they offer a big volume potential 
with comfortable profit margins. And 
you'll discover, too, a healthy market 
in the do-it-yourself handymen. 


A COMPLETE LINE FEATURING 
WELLS VINYL INSERT MODEL 









Tough, heavy 
vinyl! weather- 
seal insert that 
never flattens, won't 
trap dirt or water. 


As one of the nation’s leading produc- 
ers of quality aluminum thresholds, 
Wells offers a broad line that’s complete 
enough to fill all building requirements, 
yet compact enough to eliminate inven- 
tory problems. The Wells line is so 
practical because it was developed in 
close cooperation with leading builders 
and architects. Each threshold comes 
individually packaged with mounting 
hardware and how-to-install booklet. 
They are available in standard lengths 
and in lineals for custom insiallations. 


Mail Coupon for Full Details! 


VW 


WELLS ALUMINUM CORPORATION 
North Liberty, Indiana 











@eeeeeeeeeeeeneeeee euveeeee ee 


Wells Aluminum Corporation 
North Liberty, Ind. 


Please send descriptive aluminum thresh- 
old brochure. 

SOI ttt 

Address 

= ROLE ___ State. rare 
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DEFECTIVE MATERIALS 
(begins on page 94) 





neither did domestic materials es- 
cape Criticism. 

Dealer Boes, Salt Lake City, re- 
ported trouble with imported tools 
that hadn’t been up to snuff. Dealer 
Romney, in the same city, said he 
had received complaints that a for- 
eign line of hinges were not as true 
as the domestic-made product. 

Owner Otto W. Brady, Brady Mer- 
cantile, Miami, Fla., said that al- 
though a considerable part of the 
foreign merchandise is defective, he 
still can’t drop it because of customer 
demand and it has actually helped 
sell his quality lines. Inferior foreign 
nails were mentioned several times 
by dealers. 

Dealer Novelli in Devon, Penna., 
said he had had complaints from his 
contractor customers that the heads 
fly off both lath and common nails, 
that they bend too easily and not 
pointed enough. On these complaints, 
Novelli says he makes replacements 
from his own stock and doesn’t 
bother going to the supplier. 

Doors are problem. Both folding 
and flush doors have caused com- 
plaints, dealers said. In the Rocky 
Mountain states area, reporter Al- 
thoff found dealers complaining of 
birch doors that were peeling due to 
inferior lamination, also unworkable 
screen door closures. Both aluminum 
doors and windows, which leaked 
and rattled, had caused complaints 
at National Lumber Co., St. Paul. 
Occasional trouble with hollow core 
doors was mentioned by dealer Rus- 
sell in Millard, Nebr. 

Louver doors and exterior flush 
doors were responsible for complaints 
at Ott’s Lumber & Millwork Co., 
Pennsauken, N. J. Miss-matching of 
folding doors, usually shipped four in 
a unit, has given Oxboro Lumber Co., 
Bloomington, Minn. some _ trouble, 
but the manufacturer makes good. 

A mismatch in roofing color, deal- 
ers say, has been their greatest source 
of complaint on this product. Fre- 
quent color changes were blamed. 

Damage caused by handling and 
shipment of gypsum board was re- 
ported by manager Francis Hatcher, 
R. L. Sweet Lumber Co., Kansas 
City, Kans., who credited the man- 
ufacturer for 100% backing on all 
reasonable claims. 

Dealers in Florida, Minnesota and 
California reported cases of delam- 
inated plywood, but misuse of the 
material was responsible in at least 
one instance. 

Two Seattle dealers complained 
about door hardware, which some- 
how escaped inspection at the factory 
or was damaged during shipment. 
Both manager P. W. Pahre of Lim- 


| back Lumber Co. and R. R. Newell, 


Madison Lumber and Hardware, said 
they got prompt satisfaction from 
their suppliers. 

While yards in the Miami area re- 


Sell Your Guarantee 


Building products backed by a 
dealers’ 100% guarantee brought 
new business to Houston, Tex. 
dealers following the recent hur- 
ricane Debra. Local lumber deal- 
ers turned the storm damage to 
their advantage by tracing faulty 
materials to “suede shoe boys.” 

The Houston Better Business 
Bureau reported dozens of com- 
plaints against such operators, 
who refused to replace newly-in- 
stalled materials. Dealers took 
this opportunity to push remodel- 
ing by advertising, which also hit 
the fly-by-night applicators, who 
attempted to make a fast buck 
following the disaster. 

American Lumberman’s Hous- 
ton reporter suffered a_ badly 
damaged roof. At least two roof- 
ing salesmen have called at her 
house weekly since the storm. She 
did not recognize the company 
names on any of their calling 
cards. 











ported little trouble with defective 
materials, they all complained that 
too many customers return merchan- 
dise without a good excuse, mainly 
because they can get a better price 
elsewhere. Dealers make a 10% re- 
turn charge in such cases. 


New Aluminum Sheet for 
Residential Building 


PITTSBURGH, PENNA.—Alcoa__ build- 
ing sheet, a new standard item for 
industrial and _ residential building 
uses, has been marketed by the Alu- 
minum Company of America in coils 
and flat sheet. Prices are competitive 
with galvanized steel and kindred 
building materials, Alcoa announced. 

A single Alclad alloy replaces a host 
of other sheet alloys previously used 
in the building product line. The Al- 
clad process gives added strength, 
making the sheet applicable for resi- 
dential siding, awnings, storm doors 
and screen frames, roofing and heat- 
ing purposes. 

Richard A. Sweet, Alcoa’s manag- 
er of sheet and plate sales, said that 
the new sheet will expand the use of 
aluminum in the construction field 
more rapidly than any product Al- 
coa has ever introduced. 


10 Million Aluminum 
Combos Sold in '58 


WASHINGTON, D. C.—The U. S. 
Department of Commerce announced 
that 9,289,999 aluminum combina- 
tion windows and 2,013,638 alumi- 
num combination doors were pro- 
duced and shipped during 1958. 

Value of the metal windows and 
doors was $141 million, according to 
government figures. 
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DEKKER-BRISH MILLWORK COMPANY, DOLTON, ILLINOIS 


Cuts storm door costs 25% with 
Wells Lineal Fabrication Program 


One of the midwest’s leading millwork supply houses, 
Dekker-Brish serves about 550 building supply dealers. 
Until encountering the Wells lineal fabrication program, 
this fast-growing distributor had concentrated storm 
sash and door activity exclusively on wood. Today, 
using Wells extruded aluminum lineals, and manufac- 
turing their own product, Dekker-Brish have added a 
profitable aluminum storm door line. They are realizing 
a 25% savings over buying finished units for resale 





A section of Dekker-Brish Fabricating Department 





WELLS 











WELLS ALUMINUM CORPORATION, North Liberty, Indiana 


MAIL TODAY 
FOR COMPLETE 
DETAILS! 


Chuck Brish, Howard Dekker 


because they eliminate most of the mark-up for mate- 
rial, labor and overhead normally charged by the manu- 
facturer. In addition, they are producing a superior 
product that is finding even greater dealer and consumer 
acceptance, “Distributor fabrication,” states Mr. Brish, 
“is the only realistic basis on which a millwork jobber 
can become competitive in the aluminum storm door 
and window field.” Their case is typical of more and 
more distributors who are discovering the advantages 
of lineal fabrication with the Wells system. 


Inexpensive Tooling, Trained Factory Assistance 


You'll be amazed at how economically you can get started 
with the Wells program. Wells will supply the necessary 
tooling, and send an experienced field sales engineer to put 
your fabricating operation in motion. In addition, Wells 
gives you strong promotional and merchandising support in 
your own local trading area. If you are currently handling 
storm sash and doors, or plan to do so, you'll find it will pay 
handsomely to look into the Wells program. If you can’t 
fabricate but are interested in a dealership, check the coupon 
below and see how a local Wells fabricator can help you. 


“4 Wells Aluminum Corp., 830 Henry St., 

e North Liberty, indiana 

¢ Gentlemen: Of course I'm interested in savings such 
PA as these. Please rush full details on 0 fabricating 
e © dealership. 

z Name____ Ca aE Soe ale! Sl Foe eS 
4 Address__._ saat 
SC __ State 

* 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 





Introduces a New Line of Household 
Sinks for Any Room in the House 


Elkay Mfg. Co. offers a new line of stainless steel and drop- 
in sink bowls as “sinkronized” installations for the kitchen, 
den, bath or patio, together with a new swing spout faucet. De- 
signed by Raymond Loewy Associates, the line is built around 
Cuisine Centres. c 

A single compartment and a two compartment Cuisine Cen- 
tre with an integral stainless steel apron houses a flush-mounted 
mixing and blending power unit. These sink units, measuring 
33”x22” for the single bowl and 43x22” for the double bowl, 
will be sold complete with a NuTone power unit, blender and 
mixer, a vinyl covered wire basket and a maple hardwood cut- 
ting board. In the double compartment Cuisine Centre, the 
medium size bowl serves as a feeder bowl for the garbage 
disposer and also doubles as a cleanup sink for a few dishes. 

To “sinkronize” a home is to place the appropriate Elkay 
sink at every location to make family living more convenient. 
There are over 250 sizes and models of Elkay sinks to meet 
each need. 

Market data. Dealers in attendance at the NRLDA Show in 
Cleveland, Nov. 14-17, will be introduced to the advantages of 
a step-saving “sinkronized” home at Elkay’s booth No. 126. 
Two-bow! Model No. LCRN-4322 Cuisine Centre with NuTone 
blender, food mixer, knife sharpener and built-in power unit 
shown in photo, left, will retail for about $258.35 delivered. 
Special deals on this and other new Elkay models are available 
to dealers. A dealer may stock as little as one unit. The Cen- 
tres will be available after Jan. 1 from distributors or direct 
from manufacturers’ representatives. Elkay Mfg. Co., Dept. 
AL, 1874 South 54th Ave., Chicago 50, III. 
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Imprints Frame Finders on Celo-Rok 
Gypsum Wallboard Products 


A frame finder imprinted on Celo-Rok gypsum wallboard 
products eliminates guesswork and tedious measuring when 
application is parallel to framing members, says maker. Al- 
though the manufacturer recommends applying tapered edge 
gypsum wallboard at right angles to framing members, many 
times room dimensions and layout are such that installation 
parallel to framing members eliminates extra cutting, fitting 
and joint treatment. 

_Each sheet of Celo-Rok regular gypsum wallboard is marked 
with two parallel lines of frame locators spaced 16” o.c. on the 
board’s long dimension as shown in photo, right. The frame 
finders, printed with a special ink that fades with exposure to 
natural light, speed application and help assure nailing align- 
ment. Markings also are imprinted on Celotex Fi-Rok, a special, 
¥%e” gypsum wallboard with extra fire resistance. 

Market data. Celo-Rok gypsum wallboard products im- 
printed with frame finders are available direct from the man- 
ufacturer. They are ideal items for both consumer and con- 
tractor sales. Dealer sales aids include cellophane wrapped 
samples. The Celotex Corp., Dept. AL, 120 S. LaSalle St., 
Chicago 3, Ill. 
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For more facts, use 
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(For more new products, see page 104) 
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Here’s a guy who knows what he needs to do the job . . . He buys— 
and insists on—Southern Screws. He uses technical data supplied by 
Southern to consumers or dealers. Right now, he’s referring to Southern’s 
TC-4 chart, to help determine what bit to use for the correct size drilling 
of pilot holes in his project . . . This man is pre-sold on Southern. 


Will you be his dependable source for Southern Screws—or will he go to h Mew Yeek © Gileane © Galles © les Asusles 
one of your competitors who handle the full Southern Screw line? .. . ee a _ : . 
Remember—the customer who is selective about the power tool, or mower, Sold Through Leading Wholesale Distributors 


or paint (or anything else he buys) is just as selective about the com- 
ponents he buys for his craftsman’s jobs. That’s why there’s no safe 

bstitute for nationally advertised brands on today’s hardware market. 
And that’s why pre-sold Southern Screws belong on your shelves. Reach 
for your want book now—and order Southern Screws—the screws with 
“resale power’! 





Wood Screws @ Machine Screws & Nuts @ Tapping Screws MPANY 
Stove Bolts @ Drive Screws @ Hanger Bolts SCREW CO 
Carriage Bolts @ Dowel Screws 


Manufacturing and Main Stock in Statesville, North Carolina 


STATESVILLE e NORTH CAROLINA 
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NEW PRODUCTS 
(begins on page 102) 











A New Canopy Dome Is 
Easily Assembled 


A new open-type Canopy Dome is 
erected on steel tubular legs. The geo- 
desic structure provides a 23’ unobstruct- 
ed sun-free cover ideal for use as a fam- 
ily play and picnic shelter. The low-cost 
package structure is offered complete 
with 19 exclusive Space Frame plastic- 
faced triangular plywood panels totally 
fabricated for speedy assembly. 

Market data. The Canopy Dome is an 
ideal item for sale to homeowners or for 
use in camps, parks and playgrounds. 
The cost of the dome is $350 f.0.b. Pease 
Woodwork Co., Dept. AL, 900 Forest 
Ave., Hamilton, Ohio. 
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“From the very beginning, our Yellow Pages 
als produced 10 to 12 calls a day” 


says Julius L. McCallum, President, McCallum Lumber Co., Columbia, S. C. 


“When we began advertising in the Yellow Pages, we put in a 
special phone number to see what kind of results the ads would 
produce. I kept a running tally for eight months. | found we 
averaged 10 to 12 calls a day. Now, after five years, I couldn’t 
begin to estimate how high that average has climbed. 





‘In addition to the Yellow Pages, we advertise in local news- 
papers. But for day-in, day-out results we use the Yellow Pages 
as the backbone of our promotional program.” 





he FCle 














Results such as McCallum gets prove that people look in the All-Purpose Glue Announced 
Classified when they want to buy. Call the Yellow Pages man at oe new rapid-setting, water-resistant 
: ’ adhesiv $ 
your Bell telephone business office. He'll be glad to help you cloth, nS pee ng ge a 
plan an appropriate business-building AWHERENESS program. phane, pottery and metal. Called Safe-T- 
Glue, the new polyvinyl general purposé 
adhesive may be applied by brush, roller 
MASONITE - or by hand. It cleans up easily with plain 
HOMASOTE . water, maker states. It is completely 
CELOTEX safe for children and is ideally suited 
thn ROCK for youngsters’ school work and hobbies. 
s Market data. Safe-T-Glue is available 
FAST DELIVERY Dial Alpine 6-7117 THIS DISPLAY AD (shown in two attractive prepriced packages. A 
COMPLETE STOCK reduced) plus six other ads handy one-ounce brush-top bottle, which 
FIR « PINE - REDWOOD - OAK - MAPLE and listings under such head- is card-mounted for convenient rack 
MAHOGANY - WALNUT ings as Millwork, Building sales, — ob mil an —e —_ 
Materials, Cabinet Makers ounce polyethylene squeeze bottle for 
McCALLUM LUMBER co., Inc. helps stimulate business for counter display is prepriced at 59¢. Larger 
1527 LYON ST. McCallum Lumber Company. sizes also are available in plastic con- 
rae Safe-T-Glue is packed one dozen 
6 las ected ae hota sea cen nais lc ess SacPeAADUapihio Giae ox voessnvonipbuskeveon cv acnyalncavonsce ities per caston. W. J. Ruscoe Co., 
Nothing builds business like AWHERENESS — and nothing builds AWHERENESS Dept. ‘AL. 475-85 Kenmore Blvd., Akron 
like the Yellow Pages—the buying guide that tells people WHERE to to buy. 1, Ohio. 
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Built-in Rotis-O-Grill Gas 
Cooking Center 

Roper’s new built-in Rotis-O-Grill is 
ideal for barbecuing, broiling or grilling. 
It is easily installed in the kitchen, patio, 
porch or recreation room. It fits any 24” 
counter top and the valve handle is lo- 
cated on top so that only one cutout is 
needed for fast, economical installation. 
It is available in four decorator colors or 
satin chrome. 

Twin gas burners supply radiant heat 
for clean, spatter-free cooking. When op- 
erating as a rotisserie, the spit is driven 
by a compact, quiet motor. A Thermo- 
Spit thermometer registers correct in- 
ternal meat temperatures. The unit 
changes to a vertical broiler by replacing 
the rotisserie with specially designed 
racks which position foods properly for 
ideal broiling. Fats and greases drain 
into a cool pan below the burners. Broil- 
ing is smokeless and no exhaust system 
is needed, maker says. The unit covers 
neatly when not in use. 

Market data. Suggested retail price of 
the Rotis-O-Grill is $137.50. Available 
now from built-in appliance distributors 
or direct from maker, it is primarily an 
item for contractor sale. Dealer sales 
aids include catalog pages, envelope stuf- 
fers and specification sheets. Geo. D. 
Roper Sales Corp., Dept. AL, Kankakee, 
Ill. 
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Develops Jet Tube for Applying 
Ceramic Wall Tile Adhesive 


Pecora, Inc., has developed a Jet Tube, 
which provides users with a new method 
of applying its A-99 Ceramic Wall Tile 
Adhesive. One Jet Tube covers approxi- 








Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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mately a 10 square-foot area. It also 
eliminates messy hands, smears or drip- 
pings. Through the regulation of pressure 
on a pusher supplied with the tube, the 
exact quantity of adhesive can be placed 
on the area to be tiled. The adhesive is 
then spread with a serrated trowel in the 
usual manner. The Jet Tube also can be 
recapped and retained for future use, 
thereby eliminating any waste, maker 
states. 

Market data. Jet Tubes are packed in 
rectangular cartons, 12 tubes and four 
pushers to a carton. Available now from 
tile distributors, Jet Tube is primarily an 
item for sale to contractors. Dealer sales 





letterhead. Pecora, Inc., Dept. AL, 300- 
400 W. Sedgley Ave., Philadelphia 40, 








Penna. 
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aids include literature. The manufacturer 
also is offering a free sample Jet Tube 
to anyone requesting one on a company 
















For All Around 
BUILDING LUMBER 


Specify PICKERING 
“GOLD MEDAL” 








It takes good logs to make good lumber and 
Pickering has ‘'em—*‘Gold Medal"’ quality. 
When you want dependable value lumber, 
always specify PICKERING ‘‘GOLD MEDAL.” 
It's soft and mellow-textured, well-manufac- 
accurately 


tured, scientifically kiln dried, 


graded and properly loaded in clean cars. 


Pick-Pickering “Gold Medal"’ for your 
complete needs in Sugar Pine. © Pon- 
derosa @ White Fir © Incense Cedar. 


Standard, California (Neor Sonoro, Calif.) 


MILLS: Pickering Lbr. Corp. Standord, Calif. 
West Side Lbr. Co. Div. Tuolumne, Colif, 
Telephones: Sonora Je 2-714) TWX: Sonora 116-U 


volumne WA 8-4213 
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around wrapper in bright yellow that 
contrasts smartly with the iridescent 
green of the metal. Widths are 4”, 6” 
and 8”, with lengths in standard sizes 
up to 100’. Suggested retail prices start 
at $1.94. It is available from hardware 
and garden supply wholesalers. Carey- 
McFall Co., Dept. AL, 2156 E. Dauphin 
St., Philadelphia 25, Penna. 
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NEW PRODUCTS 
(begins on page 102) 





Develops Color-Clad Grass Stop 

Named Color Clad, a new grass stop 
features an iridescent green finish on 
one side of the strip, which blends with 
the grass it faces when installed in the 
ground. Color Clad also features Soil- 
Grip deep embossing to keep it in the 











ground and prevent it from inching up. 

A Safti-Edge eliminates sharp edges MINT 

that might cut hands and pets’ feet. } ® b a 
Color Clad edging is available in two on one side and Bonderized iridescent 

ranges: aluminum with natural finish on green on the other side. 

one side and iridescent green on the Market data. Packing is in large di- 

other; and steel with Bonderized brown ameter take-home coils with an_ all- , 





A Heavy-Duty Anvil Type Pruner 
Sargent & Co. has added a heavy-duty 
anvil type pruner featuring a Thumb- 
j flip safety locking device to its line of 
' garden tools. The rugged tool cuts easily 
PRE 1U and cleanly through thick branches or 
scr delicate stems. Tempered tool steel as- 

sures long life to the razor sharp cutting 

edge. A comfortable form-fitting grip 


COMPETITIVELY PRICED! | ‘is2 ice tts 


Market Data. Suggested retail price of 
of the pruner is $3.25. The retail mark- 
up is 3344%. Available now from gar- 
den tool distributors, it is primarily an 
item for consumer sale. Catalog pages 


are available to dealers. Sargent & Co., 
Dept. AL, New Haven 9, Conn. 
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White Fir lumber is soaring to new heights Sc ae 
of popularity in residential construction Ye WOODSIEND : 
and industrial use nationwide. 
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The building trade is rapidly recognizing 


this specie as an economical material that 
Offers Putty Pencils to Blend 


more than meets the requi ts of r 

durability, strength and ; wrkability . pee gee eee iccdg 
¥: gin and workability. Magic Woodblend Putty Pencils for 
filling nail holes and remedying blem- 
To meet the demand, TW&J sawmills ishes, defects, scratches and small cracks 
: " ° in wood are announced. Available in 12 
manufacture premium quality, uniformly matched colors and said to blend with 
graded, kiln dried, high altitude White md Gade of wood, ie panels ae See 
ya eee , ply rubbed over a surface until holes 
Fir dimension in all grades and sizes from are filled and defects completely hid- 
2x4 to 2x 12. den. The Putty Pencils are especially 


recommended by the maker for use on 
prefinished plywood. For added conve- 
nience, the pencils are beveled on both 


ASK YOUR WHOLESALER FOR TW&J ends. 


Market data. The Putty Pencils are 
PREMIUM WHITE FIR DIMENSION ideal items for both consumer and con- 

tractor sales. Suggested retail price of 
each is 39¢. Offering a dealer discount of 
40%, they are available from hardware 
and paint jobbers or direct from maker. 
1960 is TW&J's 50th Year in the Lumber Business The pencils are 44%” long and are pack- 
aged, 12 of color, in display cartons. 
Six dozen Magic Woodblend Putty Pen- 


BSTE NSO cils in assorted colors are also available 
seer nesses N. Inc. in an attractive self-selling counter dis- 
“0. play rack. Dealer sales aids include en- 
ec yg , rag “i velope stuffers. Magic Iron Cement Co., 
eead Dept. AL, 5403 Bower Ave., Cleveland 

27, Ohio. 
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INTERIOR HYDRAULIC DOOR CLOSER 


ONLY $ 7?° 

















ILLINOIS 


GLIDRAULIC 


Pat. Pend. Reg. U.S. Pat Off. 
Model 20 





















COMBINES ALL THE FEATURES AND QUALITY FOUND 
IN EXPENSIVE COMMERCIAL HYDRAULIC CLOSERS AT 
A FRACTION OF THE PRICE 


Here is an interior hydraulic closer that gives your customers 
more value, quality and style than any other sold. 

Means more sales for you, too! Reason is simple. 

It is a top quality hydraulic closer with every feature found in 
more expensive commercial closers, at one-half to one-third 
the cost. This combined with several exclusive features—fin- 
gertip latching adjustment and streamlined styling—makes the 
Illinois Glidraulic Model 20 your hottest buy today. Order your 
supply now! 


THE ILLINOIS LOCK COMPANY 


803 South Ada Street * Chicago 7, Illinois 
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NEW WINTER PROFIT 


@ SELL BOAT HULLS AND SUPPLIES 
TO DO-IT-YOURSELF ENTHUSIASTS 


@ FINISH BOATS IN YOUR OWN 
MILL DURING SLACK SEASON 





MOLDED MAGIC HULLS 


You buy hulls only, and the hard work of boat-building is already done 
for you, or your do-it-yourself customer. Inexpensive, easy to sell along 
with necessary boat finishing supplies. Finish up boats yourself, too, 
and get a profitable return on otherwise lost time. Typical model shown 
is made from Molded Magic “O" Hull, 15’ 4” length. 14’ 4” and 12’ 4” 
hulls also available. All feature famous “UNILAM” construction. 
Lighter, tougher, safer, faster. Cannot warp or leak. Cash in on the 
growing boat market. Write for complete details today! 


DISTRIBUTOR INQUIRIES INVITED 
Some areas still open for stocking distributors. 


INDUSTRIAL , 
MARINE corporation {i 
: WARSAW, INDIANA 


IN CANADA. INOUSTRIAL SHIPPING COMPANY LTD., MAHONE BAY, N. S. 
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NEW RUGGED Campbell-Hausfeld 


HIGH 
PRESSURE 
TANK 


URS 


ideal for paint and 
building contractors, 
rental, maintenance 
or other hi-volume 


air power requirements! 





Rugged twin cylinder air compressor (24%4” bore x 2” stroke) 
... delivers 5.4 CFM at 45 psi. 

Up to 100 psi continuous, 150 psi intermittent. 

1 HP electric motor with automatic pressure switch, or 3 HP 
gasoline motor with constant speed unloader. 

20 galion tank. Stationary, or mobile with 10” rubber tired 
wheels. 

Offers years of trouble-free high volume air delivery for fast 
sales, satisfied customers. Write for Bulletin HP 100 today! 


‘‘Whatever your paint spray needs .. . 
Campbell-Hausfeld has the unit for you." 


The Campbell-Hausfeld Co., 281-K, Railroad Ave., Harrison, Ohio 


CAMPBELL-HAUSFELD 
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NEW PRODUCTS 
(begins on page 102) 





A New Hardboard Panel Siding 
Is ¥%” Thick 


New Forest %” Panel is especially 
designed for exterior use. It is temper- 
treated and has a baked-in sealed sur- 
face that is weather resistant and saves 
paint, too, at least one coat. Forest %” 
Panel is available in 4’ widths x 4’, 6’, 
8’, 10’, 12’ and 16’ lengths. The large 
lightweight panels go up fast, perfectly 
aligned. Other advantages include ease 
of sawing, nailing, trimming and work- 
ing with either hand or power tools. In 


November 9, 





addition to a wide selection of patterns, 
you have a choice of grades and colors, 
too, as shown in the photograph above. 

Forest %” Panel also is ideal for in- 
terior use. Inside, it offers a practical, 








ERICKSON POWER LIFT TRUCKS, INC. 


267 St. Anthony Bivd. N. E., Minneapolis 18, Minn. 
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Erickson is carefully building a sound, sub- 
stantial dealer organization in North America. 
Only experienced dealers are being selected— 
who will have Erickson Fork and Platform Lift 
Trucks on display; who will carry parts and 
be equipped to render a complete repair and 
maintenance service to all industrial truck users. 


The two Erickson Trucks shown here— Model 
FK-80 and Model F-4W—are very popular 
for lumber yard service. With large pneumatic 
tires and excellent balance, they are unexcelled 
for traction. 


Write for catalog and name of 
your nearest Erickson sales- 
parts-service headquarters. 
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Erickson’s unique design in sideshifters pro- 
duces no lost load center. Erickson trucks with 
sideshifter retain their full rated capacity. 
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decorative material for finishing or re- 
modeling any room. 

Market data. Available now from for- 
est hardboard jobbers, Forest 3%” Panel 
is primarily an item for contractor sale. 
It is packaged three pieces per bundle. 
Too, it does not require precondition- 
ing and can be applied direct from pack- 
age, maker states. Dealer sales aids in- 
clude sample packs and literature. Forest 
Fiber Products Co., Dept. AL, P. O. Box 
68, Forest Grove, Ore. 
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Plumbing Kit for the Handyman 


Milwaukee Tool & Equipment Co. 
announces the availability of a Plumbing 
Kit containing malleable iron Pipe 
Threader, malleable iron Pipe Cutter, 
malleable iron Pipe Vise and Cutting 
Oil. The kit is especially designed to 
serve the home handyman, farmer or 
anyone who does occasional plumbing. 
Tools consist of No. P-100 malleable 
iron Threader with Dies, threading 2” 
and %4” diameter pipe; No. P-108 malle- 
able iron Cutter, cutting 4%” to 1” di- 
ameter pipe; No. 850 malleable iron 
Pipe Vise handling %” to 242” diameter 


pipe. 
Market data. The Plumbing Kit is 
packaged in an attractive corrugated 


display carton as shown in photo above. 
Milwaukee Tool & Equipment Co., Dept. 
AL, 2773 S. 29th St., Milwaukee, Wis. 
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Has New Line of Nail Hooks 


A new line of nail hooks features a 
diamond nail point which makes it easy 
to fasten the hooks to wall or cleats. 
As a protection against rust and stains 
on wall or cleats, the nail hooks are 
given a bright zinc finish. Two models, 
angle or curved, are offered to meet the 
needs for hanging tools or for display- 
ing numerous items. 

Market data. The new Larson Nail 
Hooks are available in packages of six 
angle or curved with a_ suggested list 
price of 15¢. They are ideal items for 
sale to the homemaker, who simply 
drives the nail hooks into wali or stud- 
ding. Chas. O. Larson Co., Dept. AL, 
P. O. Box 358, Sterling, Ill. 

Circle No. 212 on Handy Cover Card 
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November 9, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





November 9, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 107 


shelf hardware gives you more 
of just what you're looking for! 


¥ Top Quality 4 Easy Installation 4 Trouble-free Performance 
...and the best known line in the business! 


‘e 
~Jje 
%. 


Easily installed, easily adjusted K-V shelf hardware 
provides attractive, low-cost decorative effects or stor- 
age facilities wherever they are needed. May be used 
for both open wall or built-in shelving. K-V adjustable 
hardware lasts the lifetime of the home, always keeps 
shelves straight, strong and sag-free. Ask your K-V 
representative for the complete story. 











FOR OPEN WALL SHELVES 


No. 80 Standard 

18” to 144” lengths 

No. 180 Bracket 

4” to 20” lengths 

Satin anachrome or brass finishes. 















No. 187 Bracket 
12” to 24” lengths 
Satin anochrome finish 


No. 87 Standard 
36” to 144” lengths 
Satin anochrome finish 


No. 255 rare 
24” to 144” | 
Nickel, brigh nt aie plate 
or bronze finish 


No. 
Steer a hg Tone, ie wide. 
Nickel, zinc or bronze 











FOR BUILT-IN SHELVES finish FOR EXTRA-HEAVY DUTY 
Can be mounted flush or on surface. Standards have 1/2” adjustment Ideal for hardware, paint or grocery store display or storage or for 
slots numbered for quick, easy alignment. hangrod installations. For home use, too. 

a a 








Ask your jobber or K-V sales representative about the popular packed units of 
K-V 80-180 standards and brackets and K-V 233-239 standards and supports. 


KNAPE & VOGT MANUFACTURING COMPANY Grand Rapids, Michigan 


Manufacturers of drawer slides, sliding and folding door hardware, closet and kitchen fixtures and Handy Hooks for perforated board 


- 
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Space-Saving Folding Closet 
Doors Are Easily Installed 


Fenestra Folding Closet Doors are 
ideal for new construction or remodel- 
ing. They may be installed easily and 
quickly. One man with a screwdriver 
can do it in minutes, says maker. The 
doors open easily and quietly because 
they move in nylon bushings fixed in 
aluminum tracks at top and bottom. 

The doors are available in a com- 
plete range of sizes and in three dec- 
orator designs; flush, louvered or classic 
as shown in photo at left. Birch grain 
or lauan mahogany finish is available 
on factory shipment of flush doors only; 
louvered and flush types are stocked in 
prime-painted finish. 

Market data. Available now direct 
from maker, the folding closet doors 
are ideal items for both consumer and 
contractor sales. Each door complete 
with hardware is packaged for easy han- 
dling on the job. Heavy corrugated car- 


NEW PRODUCTS 
(begins on page 102) 





you 


IMPROVEMENT 
PRODUCTS 


HOME 
SHOW 


© 
“Ss 
> 


sho 


opportunities. . 


, 


Dept. AL | 


H 


PLAN NOW! ATTEND AMERICA’S FOREMOST 
EXPOSITION OF DIVERSIFIED BUILDING 
MATERIALS, HOME IMPROVEMENT & BETTER- 
LIVING SPECIALTIES, MODERNIZATION PRODUCTS 
EQUIPMENT, APPLIANCES & FURNISHINGS. 


. 6 


$ 


o 


. fresh sales 
jor show! 


inti 


today’s boom 
goods and services 
content and 


P Show. 


At HIP Show 
nd clarity. 


it to the home 


ton protects the doors from damage. 
Fenestra, Inc., Dept. AL, 2250 E. Grand 
Blvd., Detroit, Mich. 
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/ NAVY PIER, CHICAGO 


HOME IMPROVEMENT PRODUCTS SHOW 


331 Madison Avenue, New York 17, N.Y. 
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Plan to capitalize on it now! 


FEBRUARY 5, 6, 7, 1960 
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Other 


~ Building Materials Dealer Specialty Dealer 
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Please check applicable box 


on Handy Cover Card 
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Sterling Develops Two Low-Cost 
Sliding Door Hangers 


Two, new low-cost hangers for bypassing doors are available 
with either twin or single nylon wheels as shown in photo- 
graphs above. Called the Thriftee Micro-Cam Hangers, they 
incorporate a nylon Micro-Cam said to provide the easiest 
adjustment for plumbing or leveling sliding doors. The han- 
ger attaches to the door with only two screws. 

To plumb the door, simply turn nylon cam with a screw- 
driver as shown in illustration at top, above. This automatically 
raises or lowers door to desired height in perfect alignment 
with jamb. 

Market data. A $5 list price for Thriftee Micro-Cam Hang- 
ers for a 4’ opening includes track, hangers and door guides. 
The hangers now are available from builders’ hardware dis- 
tributors in packaged sets of Thriftee Sliding Door Hardware. 
They are primarily an item for contractor sale. Dealer sales 
aids include a miniature working model for display. John Ster- 
ling Corp., Dept. AL, Richmond, III. 

(continued on page 114) 
Circle No. 214 on Handy Cover Card 
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... to help you sell more 
Sterling Halite Melting Crystals! 


This winter, it’s outdoor boards for Sterling Halite. And millions 
of people will see this big, colorful advertising campaign. The 
boards will be up for 60 days during the worst winter weather. 
They'll be up in major markets on highways and near shopping 
centers. Halite comes in 10-Ib. bags (6 to a bale), in 25-Ib. bags 
with carrying handle and in 100-lb. bags. To sell more—buy 
enough . . . so you won't run out. 


FREE: Folder of ‘‘Merchandising Ideas’’ to help you sell more 
Halite all winter long. Send for it today. 





STERLING HALITE SALES SLANTS 
48.9% greater melting power than other snow and ice treatments at 30°F.! © Dissolves 46 times 
its own weight on snow or ice! © Most effective if spread while snow is falling or before freeze! 
© Breaks up ice and hard-packed snow by fast two-way action! © Use it under rear wheels of car! 











INTERNATIONAL SALT CO., INC., SCRANTON, PA. Boston + Buffalo * Charlotte 
Chicago e Cincinnati « Detroit »« Newark « New York City « Philadelphia « Pittsburgh « St. Louis 
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JUST FOLLOW THESE 


_..make the biggest ad campaign 
in SKIL history pay off for you! 


1 SET-UP THESE COLORFUL SELF-DEMONSTRATING MERCHANDISERS! 


. . in store windows and on counters! Remind prospects—right at the point-of-purchase to 
buy what they’ve seen in Skil’s biggest-ever ad program. 


GIFT PACK DISPLAY FOR MERCHANDISER FOR SKIL SNAP/LOCK GIFT PACK DISPLAY FOR 
SKILSAW 6%" MODEL 536. TOOLS. This powerful, customer-stopping display is SKIL MODEL 514 JIG SAW. 
Sells prospects on extra blade included in Snap/Lock No. 22510 Master Pack. Also Calls attention to outstanding 
and rip guide Free offer. Comes serves as 3 Wall Holders for customer Free give-away. FREE Blade Kit offer. Comes right 
packed in carton with Saw. Other display materials and stuffers included too. in Jig Saw Gift Pack carton. 


PUT THESE SALES-MAKING SKIL MERCHANDISING AIDS TO WORK! 
Use the handy, postage-paid business reply cards included with each of the above merchan- 
disers to order these FREE tie-in materials. 


WW PRK 

















‘9 value! —rip guide 
and extra blade 


"6% SKILSAW x 


SPOT RADIO ENVELOPE 
M 
AD MATS SCRIPTS STREAMERS STUFFERS 


Tie-in with this tremendous SKIL promotion for 
more turnover, more profit-making sales! These 
s 3 special offers expire Dec. 31, 1959. 


SKIL Corporation, 5033 Elston Ave., Chicago, Illinois 
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7 SIMPLE STEPS... 


Snap on-off y,” Grills in 3 seconds— 
0 Complicated assembly necessary. 
Clumsy attachments now obsolete ! 


Now there’s no need to waste time 
attaching a SaW, sander, or ig saw to 
4° drills. W lutionary new § 
Snap/Lock Tools there’s nothing to as. 
semble. Simply snap them 
Skil and Black & Decker \ 

© screwdrivers, wrenches, 
clamps or small Parts needed 


This remarkable néw Skil develop- 
4 ment lets you &ive your favorite do-it- 
yourselfer the tools he’s alwa y8 Wanted 
Snap—it's on! Snap—it S off! at a price you can afford only $16.95 
each (plug | ; 
complete m; 





FREE! $2.95 Wall Hoider— 
Snap /Lock tool. Use sin 
Shown) to Store tools neg 


with each 
gly or together (as 
tly Safely 
SKIL y” Drill (at left). Full 2.5 am 
has extra Power to drive aij Sr 
handle toughest Grilling jobs 
easy to handle control Only $16.95 
SKIL SNAP/LOCK JIG SAW SKIL SNAP/LOCK SANDER— SKIL SNAP/LOCK 5” SAW—c 
Cuts anything from 4 “lumber to Steel, Cuts jobs from hours to minutes—fulj 4 lumber at 
pe from straight lines tocircies, $q. i Sanding pad Has long-life ‘ 
Own hole for “ F Perma-Grit tungsten carbide sanding rate Cutting of lumber, 
Sawdust off line of cut Sheet, or uses Sandpaper. With FREE Position, Handy rip guid. 
FREE $2.95 Wall Holder—only $16.95, . 


$2.95 Wall Holder—only $16.95 FREE $2.95 Wall Holder—only $16 th deluxe tool gifts 
for the home 
Craftsman 


P. Motor 


uts 


to 90° cuts in 9 
$5.45 value xtra blade, rip 
Guide with this Model—ali for only $49.95 


SKIL Deluxe K” DRILL fy 

Motor provides plen 

Grilling in wood, mas 

driving Snap/Lock 

everything . . More power, greater Orilling 
torque and lightweight design--ony goat 


SKIL JIG SAW cuts 


its | K Nov. 24, 
PAGE AD hits in LOO 
i THIS WEEK Nov. 29! 


K magazine 
t in the December 8th abies WEEK 
vou % S008 24th) and on Nov. 29 cdunéianellll 
> Via > ~ 
fon aae re sndent Sunday phat 5 ll page ads in 
or Skil's fall program of fu 
It climaxes 


»chanics plus big 
science and Popular wpb of LOOK 
ae vi Weekly and every iss 
ads in merice 


since O« t 13 
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Spackling Compound Is Ready 
for Instant Use 


Dicks-Armstrong-Pontius, Inc., an- 
nounces a new vinyl paste spackling 
compound ready for instant use from the 
can. Called DAP Spackling Compound, 
it is thixotropic with an unusually smooth 
creamy texture and stays fresh in the 
can, maker states. The compound dries 
almost immediately and is said to hold 
tight even when worked to a fine feath- 


eredge. It can be painted as soon as it is 
applied. 

Market data. DAP Spackling Com- 
pound is an ideal item for sale to both 





DENISTON 


‘LEAD-SEAL” 


GALVANIZED 
FINISH ONLY 


Designed to a Special Job 


No one type of nail is good for all types 


of duty. That’s why DENISTON de- 
signed a nail especially for use in applying 
metal roofing. One that would give a seal 
through which no moisture can penetrate. 


DENISTON ‘“Lead-Seal’’ galvanized 


metal roofing nails have proven their effi- 
ciency because of these advantages— 
“lead-seal’’, triple-lock, drive screw shank 
and heavily zinc-coated for protection 
against rust. With this combination you 
get a nail that will easily last the lifetime 


Triple- 
and Bump 
Also furnished 


in RING SHANK and 
STRAIGHT SHANK 


d- of a roof. To insure superior quality, 
Lock DENISTON 
available in galvanized finish only. 


All DENISTON nails are shipped in 
50 lb., 3-ply corrugated colorboard cartons. 


*‘Lead-Seal”’ nails are now 


Literature and price information available 
from your jobber or write direct. 





vibration. 


ea e 


DENCO Lead-Head Metal Roofing Nails 


6,000 pounds of pressure is used 
to compress the lead cold, both over 
and under the steel head of the nail 
as well as down the shank. This in- 
sures a tight head that is impossible 
to knock off when driving the nail. 
In addition, the lead forms a perfect 
seal in the hole made by the nail. 
The heads will not “‘pop’’ off from 
the expansion and contraction of 
the metal roofing nor from wind 


Barbed 
Shank 


Ring 
Shank 


Bright or Galvanized Finish 


32 Years of Quality Nails 


THE DENISTON COMPANY 





49th & South Western Avenue” e 


Chicago 9, Illinois 


iN CANADA: EASTERN STEEL PRODUCTS CO,, LTD., PRESTON, ONTARIO 
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do-it-yourselfers and contractors. The 

new package for the product follows the 

DAP “family” design for easy consumer 

identification. Catalog sheets are avail- 

able to dealers. Dicks-Armstrong-Pon- 

tius, Inc., Dept. AL, Dayton 3, Ohio. 
Circle No. 215 on Handy Cover Card 
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Lev-A-Lok Tool Speeds Erection 
of Cement Forms 


A new tool device called Lev-A-Lok 
permits faster and better erection of 
cement forms for sidewalks, driveways 
and other cement jobs using 4” forms. 
It is a combination steel stake and 
clamping tool with built-in stake puller 
made of rustproof steel. This permits 
the heavy steel stake to be used in any 
type soil. The clamping part fits any 
standard 2” x 4” and holds splices firmly 
as well as any other part of the form, 
maker says. Forms also can be locked at 
any height and held rigid throughout 
the entire job. 

Lev-A-Lok has no parts to wear out, 
nails are eliminated and forms last much 
longer, it is said. 

Market data. Lev-A-Lok is primarily 
an item for contractor sale. The standard 
size tool is equipped with 18” stakes; 
24” stakes are available upon request. 
Each box is packed with 12 complete 
units sufficient for 65’ of forms. Sug- 
gested retail price of Lev-A-Lok is 
$19.98 per box of one dozen. Chesley 
Industries, Inc., Dept. AL, 24777 Tele- 
graph Road, Detroit 41, Mich. 

Circle No. 216 on Handy Cover Card 


Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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Do-It-Yourself Ornamental Iron 


A new Easyfit railing and column floor 
display is complete with handy literature 
rack and attention-compelling sign. The 
unit occupies 22% lateral inches of floor 
space and stands 56” high. Easy to set 
up and move, the display illustrates at- 
tractive, full-size railing units and sec- 
tions of flat and corner columns as they 
might be installed. 

The entire display is available to deal- 
ers free of charge as part of an introduc- 
tion package that includes sales and 
planning literature, newspaper ad mats, 
consumer literature and sales promotion 
material. Locke Mfg. Co., Dept. AL, Lo- 
di 17, Ohio. 

Circle No. 225 on Handy Cover Card 
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Introduces a Sample Board 


A new quick-selector display board 
that can hold 330 samples of Pionite 
Lifetime Laminates is available to dealers 
through regional Pionite distributors. 
Measuring 30” x 35”, the display board 
is designed to show an extensive range 
of patterns and colors, over 55 at a 
glance. Each hook can accommodate six 
chips, or 330 samples in all. 

The display board is silk-screened in 
Pioneer orange and black on a _ back- 
ground of Pionite grey leathertone. It 
may be used as a wall, counter, show- 
case or window display. Pioneer Plas- 
tics Corp., Dept. AL, Sanford, Maine. 
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Offers Spring Clamp Display 


A new No. 5 Spring Clamp display is 
announced by the manufacturer of Har- 
grave tested tools. Easel permits count- 
er or island use, or it can be hung any- 
where since predrilled holes are aligned 
for perforated hardboard use. The com- 
plete stand and all fixtures are included 
with 36 Spring Clamps at regular price. 
Space for pricing is provided on the 
colorful red, yellow, black and white dis- 
play board. The Cincinnati Tool Co., 
Dept. AL, Waverly Ave. & Penn. R. R., 
Cincinnati 12, Ohio. 
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ANNOUNCING 


NOVA 7S) 


TRANSLUCENT PANELS 


(with Fiberglas. reinforcement) for the control of light, heat, privacy, weather 


The demand for Fiberglas® -Reinforced 
Translucent Panels continues to grow, 
month after month. A popular specialty has 
already become a commodity. 

Nova Vista-Lux Panels meet every 
requirement in this field—with three impor- 
tant, exclusive features: BONDED-IN COLORS 
—for improved color fastness; VISTA-GbAZE 
FINIsH—for extra weather resistance; 
HEET-BLOX—a special ingredient that 
blocks up to 92% of infra-red rays. (The 
pereentage varies according to color used.) 

Nova Vista-Lux is available with corru- 
gations from 14” x 4” to 4.2” x 1%e”— 
widths from 26” to 42”—lengths from 8’ to 
12’—and a total of 12 colors. Also in flat 
sheets from 24” to 44” in width and 8’ to 12’ 
in length. The flat sheets are particularly 
well adapted for shatterproof, industrial 
glazing and skylighting. The Nova Vista- 


NovA (SALES 


* Trenton 3, N. J. 


A wholly owned subsidiary of 
Homasote Company 


In Canada: Homasote of Canada, 
Ltd., 224 Merton St., Toronto 12, Ont. 
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Lux line includes all necessary accessories 
for application. 

Mail the coupon today for fully- 
illustrated folder with specifications. 


Here are some of the many uses — 
RESIDENTIAL — PATIO ROOFS © SUN PORCHES « 
SHOWER DOORS ¢ SKYLIGHTING © CARPORTS 
¢ CANOPIES « AWNINGS « FENCES © LOUVERS 
* POOL ENCLOSURES « PARTITIONS © SCREENS 
¢ WINDBREAKS « SHELVING 


COMMERCIAL— PARTITIONS © AWNINGS ¢ SKY- 
LIGHTING ¢ STORE FRONTS * WINDOW GLAZING 
e SIGNS © DECORATIONS ¢ DISPLAYS « 
ENCLOSURES « CEILINGS 

INDUSTRIAL —SKYLIGHTS © PARTITIONS ¢« 
¢ SIGNS ¢ ENCLOSURES « BILLBOARDS 
¢ WINDOW GLAZING ¢ SIDE LIGHTING « 
EXHIBITS * SHOWER STALLS * CANOPIES « 
DISPLAYS * PANELS 


Send the literature and/or specification data checked: 


O Nova Vista-Lux 
0 Novafold Doors 
O Nova Brentwood Pattern Shake-Panel 


© Nova Shake-Panel 
O Nova Shakes 
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You can depend on 


Turnbuckles 


for greater 
self-service sales 
faster turnover 
and a better 
return on your money! 


CRRA 


< 


EVE BOLTS 
“Alumaloy"’ wrought nuts, 
* bodies, steel bright zinc steel rods. 
hooks and plated. A&S- Sturdy “Alu- 
eyes. sembied. maloy" bodies. 


BS 


Pees, 
St MANE. 
SAKE ce 
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GATE HOOKS EYE BOLTS 
round end EVES Have lag thread 
ceiling type. Afullrangeof and turnedeye. 
Steelorbrass. sizes, 





SCREW EYES $ & 8 HOOKS U-BOLTS 
Choice of  steelorbrass, bright zinc 
large, medium available in a plated, with 
or small eyes. wide range of plates and hex 
Steel or brass. sizes, nuts. 
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PORCH SWING... 
square bend. CLOTHES LINE 
Available in a 
steel or brass. HAMMOCK HOOKS 


FCB SRSA ER 


Lye: 
me 


brass with firm 
base. 


gu 
= 
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National advertising ... modern pack- 
aging ...and sales-clinching merchan- 
dising displays speed your sales of 
turnbuckles, bright-wire goods and self- 
locking perforated board fixtures. One 
source provides a complete line... 
combination shipments from centrally 
located warehouses ... faster service 
. » » lower overall costs. Call your jobber 
or write today for new catalog. 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH, 
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EARLY AMERICAN 


Ventilator Hood Display 


An attractive new ventilator hood dis- 
play. is designed as a working demon- 
strator. The free-standing display in- 
cludes three 36” ventilating hoods, which 
can be pivoted upward to show the pow- 
erful underhood ventilator. A plug-in 
electrical connection with switches for 
each ventilating hood provides for actual 
operation of the units. 

The three hoods, which are mounted 
on a blue background on the colorful 
display, are the Early American in an- 
tique copper, the De Luxe in stainless 
steel and the Standard in coppertone. 
The display is 38” wide x 69” high and 
requires only four square feet of floor 
space. Youngstown Kitchens Div. of 
American-Standard, American Radiator 
& Standard Sanitary Corp., Dept. AL, 
Warren, Ohio. 
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Give Mrs. Homemaker a Tile 
Floor for Christmas 


A sales-producing campaign to make 
a tile floor an outstanding and popular 
Christmas gift is announced by Kentile. 
The sales drive will be spearheaded by a 
series of window displays designed to pull 
store traffic. A special window kit now 
available to dealers contains two acetate 
window streamers, 24 toy plastic houses, 
24 gift certificates and two colorful, 
easel-mounted display cards spotlighting 
sales messages. 

To make the Christmas floor sales 
easy, the eye-catching plastic house con- 
tains a special gift certificate. It entitles 
Mrs. Homemaker to a tile floor of her 
own choosing to be installed at her con- 
venience. The gift house also is con- 
structed in such a manner that its bot- 
tom may be covered with 3” x 3” tiles or 
paper samples of exact reproductions of 
actual floor tile to give the customer an 
on-the-spot demonstration of how beauti- 
ful a Kentile floor will look in his home. 
Kentile, Inc., Dept. AL, 58 Second Ave., 
Brooklyn 15, N. Y. 
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Evanite Panel 4 Merchandiser 


Evans Products is offering a counter 
card with a sample of its new Evanite 
Panel 4 right on the display. The factory- 
finished interior paneling has a shiplap 
joint effectively demonstrated with a cut- 
away section where the two panels meet. 
An actual matching color nail is glued 
to the Driftwood finish panel so that a 
customer may see how Panel 4 is in- 
stalled at a glance. A photograph at the 
top of the display shows actual interior 
use of Panel 4 hardboard. 

Lumber dealers may obtain the dis- 
play from Evanite hardboard distributors. 
Evans Products Co., Hardboard Div., 
Dept. AL, Corvallis, Ore. 
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—_— SPECIAL OFFER — 


A Pruning Shear Profit-Pak 


Seymour Smith & Son announces it 
will give one free No. 119 pruner to 
every dealer who purchases one dozen 
No. 119 Snap-Cut Pruners. All 13 prun- 
ers plus a generous supply of new Prun- 
ing Guides are packed in a special pro- 
motion package. The offer is good only 
until Jan. 1, 1960. Seymour Smith & 
Son, Inc., Dept. AL, Oakville, Conn. 

Circle No. 229 on Handy Cover Card 
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99 Ways to Sell at a 
Profit Against Cut- 
Price Competition 


Art Hood says ‘‘Here's a 

book | think you should 

have. It gives you suc- 

cessful answers for when 

the buyer says ‘Your 

price is too high.’ In all, 

this book contains 99 

ways to sell at a profit 

Pe son yer wa against cut-price compe- 

Board, American tition. 

lumberman Magazine ‘More than 4,000 top 

dealers have paid a total of almost $400,000 to 

get this same kind of information, as part of my 
Lumber Dealer Management Workshops.” 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 


Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each. 

To order simply fill in the coupon below and 
send to address indicated. Your order will be 
sent to you by return mail. 

Note: please enclose money order or check 
with your order—we cannot afford to bill you 
at these low prices. 

Send in your order now! 





AMERICAN LUMBERMAN 

59 East Monroe Street 

Chicago 3, Illinois 

Please send me copies of ‘99 Ways to Sell at a 
Profit Against Cut-Price Competition."’ Money to cover 
is enciosed. 


Name 

Company_____ 
cess deca sperpeticsadiaeie ck 
City Pipi 
Ne 


November 9, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Ww. Cc. D. 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 
Necpit, Wisconsin 





Air-dried QUALITY LUMBER Kiln-dried 
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“JUST A FRIENDLY REMINDER To SUGGEST ‘SCOTCH’ | 
BRAND MASKING TAPE WITH EVERY PAINT SALE, FILBERT / 








“SCOTCH” and the plaid design are registered trademarks of 3M Co., St. Paul 6, Minn, 
PMMiianesora finine ano )ffanuracturine company 
» ++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Ill. 














SYMONS 
Form Brace 


Adjusts 
at Top 
of Form 
or at 
Steel 
Stake 
Level 


Newest addition to Symons line . . . steel 
form brace. It is easily tied to pre-fab or 
built-up forms and to wooden or steel 
stakes. Once attached, brace can be ad- 
justed at top of form or at stake level for 
positive alignment. Comes in regular 
lengths of 6’ and 106”. Brace extensions 
available. 


SYMONS CLAMP & MFG. CO. 

4267 Diversey Ave., Chicago 39, Ill., Dept. 1-9 
Please send complete dealer price information 
on your NEW FORM BRACE. 


Nome. 





Firm Nome___. 


Address . 


ee | 
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Four Price-Marking Machines 


Four new Dial-A-Pricer price-marking 
machines now are available. The new 
machines print two lines of information 
on tickets, tags and labels using dial-set 
bands of rubber. With the hand-oper- 
ated Model 22-T, a third line of less- 
frequently-changed information is set in 
metal type. With the hand-operated 
Model 22-S, a third line of departmental 
or special information is printed from 
stock rubber slugs, which are quickly 
inserted and easily interchanged. Motor- 
driven models of both units also are 
available. The Monarch Marking System 
Co., Dept. AL, 218 S. Torrence Ave., 
Dayton 3, Ohio. 

Crcle No. 230 on Handy Cover Card 


Mod-U-Lift End Loader 


This new end loader is designed to 
handle McCracken Modular Paks. A sim- 
ple device with no moving parts, it con- 
sists of a U-shaped steel plate 22” wide 
with lower plate 42” long. It is fastened 
at the heel of the forks by metal stirrups. 
The overhanging weight of the unit lum- 
ber pak in the end loader is sufficient to 
hold the load securely, it is said. Slipped 
on the forks of a lift truck, the paks 
then can be end-loaded on or off trucks, 
in or out of lumber sheds. Retail price of 
the end loader is $145. An end loader 
for handling paks of 48” wide plywood 
is $175. Little Giant Products, Inc., 
“hg AL, 1642 N. E. Adams, Peoria, 


Circle No. 231 on Handy Cover Card 








Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
. P. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Homer Lbr. Corp., Appalachia, Va. 


a A lechi, Marc d Lumt 











Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Oak, Woinut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Laven Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Ook and Maple Strips and Laminated Biock and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 
Manufacturers, Inc. 


always specify 


APPALACHIAN HARDWOODS 


Circle No. 76 on Handy Cover Card 
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new LITERATURE 


Time-Saving Card——See Back Cover 


“Year-Round Concreting” is the title of an eight-page 
pamphlet summarizing the new American Concrete Institute’s 
standard recommendations for cold weather concreting. It in- 
cludes sections on accelerators, preparation before concreting, 
winter concreting objectives and production required. A two- 
page chart illustrates data on effect of 2% calcium chloride at 
temperatures of 73, 55, 40 and 25 F., on Type 1 and Type 3 
cement. Copies of the pamphlet may be obtained free of charge 
by writing to the Calcium Chloride Institute, Dept. AL, 909 
Ring Bldg., Washington 6, D. C. 

Circle No. 232 on Handy Cover Card 

A new series of eight aptitude tests is designed to make 
reliable personnel testing easy and economical. The tests are 
said to accurately measure general mechanical familiarity, 
sales aptitude, general clerical ability and personal adjusta- 
bility. Complete information, including workable sample of 
Aptitests, is available without cost upon request to Aptitests, 
Dept. AL, 31 S. Carpenter Ave., Indiana, Penna. 

Circle No. 233 on Handy Cover Card 

A new 16-page catalog contains detailed descriptions of all 
the manufacturer’s steel-ply forms, which are available in 
size from 3’ to 8’, as well as accessories, such as fillers, 
corners, stoop forms, pilasters and ties. The catalog shows 
many applications of the forms in such projects as slab form- 
ing, gang forming, circular walls, battered walls and culvert 
forming. Symons Clamp & Mfg. Co., Dept. AL, 4249 W. Di- 
versey Ave., Chicago 39, IIl. 

Circle No. 234 on Handy Cover Card 


How to insulate homes and buildings to get the full benefits 
of electric heating is the subject of a new brochure. The 
profusely illustrated, six-page, two-color publication gives the 
advantages of a correctly insulated, electrically heated home, 
along with a description of all six commonly used types of 
electric heating methods and the factors to be considered in 
selecting the right one for each home. Installation methods 
are illustrated in a series of detailed drawings. Baldwin-Ehret- 
Hill, Inc., Dept. AL, 500 Breunig Ave., Trenton, N. J. 

Circle No. 235 on Handy Cover Card 


Ceco Aluminum Awning Windows. Series 900-A, for use in 
all architectural styles of residential construction, are des- 
cribed in a new four-page bulletin No. 6040 (A.LA. File No. 
16-E). Compiste descriptions and listings of types and sizes 
are included for the awning windows. Typical half-size sec- 
tions of windows also are reproduced, as well as sectional 
drawings showing installation details for solid brick, concrete 
block and frame dry wall construction. Ceco Steel Products 
Corp., Dept. AL, 5601 W. 26th St., Chicago 50, IIl. 

Circle No. 236 on Handy Cover Card 


A new 1960 edition of Standard Grading Rules for South- 
ern Pine Lumber contains a number of important aids and 
protections for lumber users. A. S. Boisfontaine, secretary- 
manager of the Southern Pine Inspection Bureau, advises 
that new siding patterns are illustrated in the 1960 rules, 
including one of rough face siding. The bureau also has 
issued a small pamphlet entitled “1960 Changes at a Glance” 
to accompany each new edition of the 1960 rules. Southern 
Pine Inspection Bureau, Dept. AL, P. O. Box 1170, New 
Orleans 4, La. 

Circle No. 237 on Handy Cover Card 


“How to Finish with Wood Stains” is the title of a liberally 
illustrated, 12-page booklet. A how-to booklet, it fully covers 
the removal of old finish, preparation for refinishing, using 
stains to obtain the exact color desired and the application of 
a topcoat. E. I. du Pont de Nemours & Co., Dept. AL, Wil- 
mington, Dela. 

Circle No. 238 on Handy Cover Card 











TIT tiae.headquarters for @YMIMAL MET, tame Adjustable Standards & Brackets 


e FAST RESALE & 


KEYHOLE TYPE 
NICKEL PLATED 


BRACKETS 
All sizes from 4” up to 18” 


Ai oss eProp to 18 (rd 


SHIPMENTS MADE PROMPTLY 


Highest Quality 





5. PARKER HARDWARE MFG. CORP. os 








e EASY HANDLING 


SNAP-ON TYPE 

STATUARY BROWN 

CHROME + NICKEL 
Adjustments Spaced /;" Apc ri 


Steck Isagte Fand 12 
OTHER SIZES TO ORDER 


Lowest Prices! 
WRITE TODAY 
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TRIM PRODUCTION COSTS... 


Give better cut-to-size service 
WITH A 


BENNETT 2-WAY PANEL SAW 








Cross cuts Bennett 


Both cross cuts and rip cuts 
can be made without re- TRADE 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 


Box 339 











RICHARD C. BENNETT MFG. CO. 


LACEYVILLE, PENNSYLVANIA 


See Us At 
N.R.L.D.A. 


Exposition 
Cleveland, Ohic | 


Cross cuts or rips panels of 


© TILEBOARD © PLASTICS AND 
© HARDBOARD _—~PLASTIC 
Nov. 14-17 

| © PLYWOOD LAMINATES 


BOOTH © ALUMINUM WRITE FOR 
160 LITERATURE 
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MANAGEMENT WORKSHOP-IN-PRINT 


What a Small Increase in Price 
Can Do To Your Net Profit 


If your net profits 

on sales B.I.T. are: 1% 2% 3% 
And you add | penny 

per dollar to your 

selling price 

Your dollar profits 

will be increased 

by: 100% 50% 334% 


5% 6% 8% 9% 10% 


20% 17% 14% 12%% 11% 10% 


THE OTHER SIDE OF THE STORY 


For every penny per 
dollar you take off 
of your present 
selling price—your 
dollar profits are 


decreased by 100% 50% 334%A% 25% 


20% 17% 14% 12%% 11% 10% 


This formula applies equally to an item, a line, a department or an entire inventory 


a single sale or all sales 


This formula also applies regardless of the cost or previous selling price of any 


article. 


AAH 





Plan Now to Attend an Art Hood Workshop 


EARLY 5,000 executives from 3,081 retail lum- 

beryards have “graduated” from Art Hood's 
Management Workshops. More than 100 men have 
taken the workshop twice. 

This is the renowned retail training course which 
often increases sales 25% and net profits up to 50%. 

Upon his return from conducting two eminently 
successful dealer workshops in Australia, Art Hood 
has announced that he will conclude his series of 
workshops in July, 1961. 

“I’ve set as my goal 100 workshops. This will be 
reached at the workshop we will conduct for the 
Middle Atlantic Lumbermen’s Association at Atlan- 
tic City in July of 1961,” Hood said. 

Retailers are advised to register early for the re- 
maining workshops. Dealer after dealer has testified 
that the workshops are “nothing less than a complete 
rejuvenation for my business.” 

What the course is. Each workshop is an informa- 
tive, fact-packed week of compressed practical 
knowledge which will profit any retail executive for 
a lifetime. For companies whose profit is unsatisfac- 
tory, it provides the plans and equipment for the de- 
velopment of a sustained satisfactory net profit. 

It is a refresher course for owners and managers. 

Each workshop costs approximately $110. For 
this the student usually receives two meals a day, his 


textbooks and all necessary supplies. Hotel expense is 
extra. 

__ The last of the workshops are now scheduled. Reg- 
ister now for a winter or spring session. “There was 
at least one idea worth a thousand dollars to me in 
every hour I spent in the workshop,” one dealer said. 


WINTER WORKSHOP SCHEDULE 


Dec. 7-11, 1959 — Carolina Lumber & Supply Associa- 
tion and Dist. No. 2, Hotel Barring- 
ame Charlotte, N. C. (Workshop No. 

0). 

Jan. 20-24, 1960 — Texas Lumber Dealers Association, 
Austin, Tex. (Workshop No. 91). 

Feb. 24-28, 1960 — Southern California Lumber Dealers 
Association, Santa Monica, Calif. 

Mar. 14-18, 1960— Western Retail Lumber Dealers As- 
sociation, Seattle, Wash. (Workshop 
No. 93). 

April 13-17, 1960— Ohio Association of Retail Lumber 
Dealers and _ neighboring _ states, 
a. Ohio. (Workshop No. 

Send your reservations to the sponsoring association. Or, 

you may notify American Lumberman, 59 E. Monroe St., 

Chicago 3, Ill. 
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What’s new? 


The NAHB 
Convention... 
January 17-21 
in Chicago! 


See and hear everything new in building at the 
16th Annual NAHB Convention and Exposition. 
Over 35,000 people will attend. About 450 manu- 
facturers will exhibit. Visit some 800 display 
spaces at the Hilton and Sherman Hotels and the 
Chicago Coliseum. Don’t miss it—register now! 
Registration fee: $15 for men, $10 for ladies. Send 
your advance registration and hotel reservation 
request to your local NAHB association. or to the 
address below. Please include 

registration fee, business classi- 

fication information and, date of 

arrival in Chicago. 


NATIONAL ASSOCIATION OF HOME BUILDERS 


Convention and Exposition Headquarters 
140 South Dearborn Street, Chicago 3G, illinois 





Tamms 3- Stage 


PROFIT ROCKET 


TAMMS QUALITY is the profit-fuel that launches 
rocket sales for you with A COMPLETE COLOR 
LINE for the Contractor - Builder- (and do-it- 
yourselfers.) You can proudly, safely and profit- 


ably recommend Tamms. 


Advertised in leading Contractor 
Builder trade books. 


Tamms 
DUST-ON 


" COLORED CONCRETE 


Your customers will like this easy, 
new, inexpensive method of per- 
manently applying color to con- 
crete driveways, patios, steps, 
basements. Sells fast- pure oxide 
color and flint hard aggregate ‘are 
premixed at the factory, comes 
ready to use. No special skill or 
equipment needed to apply. 

6 ready-to-use colors in 15-lb, 
cans and 50-lb. drums, 





Tamms 
COLORWAY 


| PLASTER COLORS 


Help your customer change bleak, 
drab plaster walls to colorful deco- 
rated finish without cost or bother 
of paint. Cut costs for builders 
and homecwners by combining 
plastering and decorating in a 
single operation. One 5-lb. pack- 
age colors 200 Ibs. of plaster, 

18 pre-measured colors in 5-lb. 
packages. 





Tamms 


MORTAR COLORS 


New convenient, small size boxes, 
make Tamms Concentrated Mortar 
Coler easy to stock, easy to sell, 
No mess, no fuss, eliminates guess- 
work as 1 box mixes with 1 bag 
of brick layers cement — uniform 
job each and every time. 
Concentrated Colors in Popular 
Colors 2 to 5 tb. cartons. Also 
available: 10 Double Strength 
Colors. 


CONCENTRATED 
MORTAR 


COLORWAY BRAND 


|) Tasaaas INDUSTRIES, CO. 
|) 200M. La Solte St. Chtenge 1,00 | 
. mae 








Sell TAMMS and you 


® Sift-proof, dust-proof © Pre-measur 
packages, __ tities 

@ Full product warranty { * Same-day Shipment 

®@ Nationally advertised, Nationally preferred. 


Vom 


Write for details; pricés 
and promotional mafeérials, 


Ta rye rye S INDUSTRIES CO. 


228 North La Salle St. 


e Chicago 1, Ill. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 

All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, lil. 
Phone: Fi 6-7788 





HELP WANTED 











MILLWORK ESTIMATOR and DETAILER 
South Florida Millwork firm wishes to em- 
ploy experienced Millwork Estimator who 
can also Detail and Bill Special Millwork. 
Address Box K-26 American Lumberman & 
Building Products Merchandiser. 





Manager 
for county seat Texas town with fine op- 
wee pd for advancement with well Hn 
ished company. Hard work necessary. Base 
salary plus percent of profits. Address Box 
K-25 American Lumberman & Building Prod- 
ucts Merchandiser. 





RETAIL LUMBERMAN 

Old established Florida Company wishes to 
employ experienced Retail Lumberman who 
can list quantities and estimate from plans 
and sell to contractors and consumers. Give 
full particulars. Address Box K-27 American 
Lumberman & Building Products Merchandi- 
ser. 





Assistant nnaet 
for booming West Texas city. Experience in 
home improvement field necessary as well 
as general lumber yard experience. Base 
salary and profit sharing. Write in detail to 
Box K-24 American Lumberman & Building 
Products Merchandiser. 





Established wholesaler in Midwest with 
remanufacturing and distribution yard has 
ope: for an established salesman in the 
industrial field. Send photo and experience 
in first reply to Box K-33 American Lum- 
berman & Building Products Merchandiser. 


122 





HELP WANTED 








BUSINESS FOR SALE 








Fast growing building material and home 
improvement supply chain needs managers, 
assistant managers, outside and inside sales- 
men. Good salaries, opportunity for ad- 
vancement, full benefit s: m, life insur- 
ance, hospitalization, and pension. Great 
pe Aten for experience, essing, cap- 
able people to earn more. Address Box K- 
American Lumberman & Building Products 
Merchandiser. 





MILL SUPERINTENDENT 
Shop experience in door and window manu- 
facture, with ability to set up and admin- 
ister inventory and production control sys- 
tems—large mill. Address Box K-36 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





Manager—Two small Yards—Excellent op- 
portunity for energetic man under 45 years— 
capable of complete management and in- 
terested in DSC _ operation—in Midwest. 
Complete line ample inventories and finance. 
Give er and personal data. Ad- 
dress Box K-40 American Lumberman & 
Building Products Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











MANUFACTURERS REPS 
Young aggressive Reps wanted in Eastern, 
Central and Southern states to sell Regal 
Jalousie Windows, Aluminum Railings and 
Columns. Advertising in leading magazines 
brings many inquiries. Write in detail as to 
territory covered, number of men and lines 
carried to REGAL PRODUCTS CORP., 6720 
ia BLVD., HARRISBURG, 





SITUATIONS WANTED 











FACTORY REPRESENTATIVE 

20 years Building Material experience. Heavy 
volume. Good personal & work habits wants 
to associate with good Company, Minnesota, 
Wisconsin, Iowa territory. Proven producer. 
Record will bear. 39 yrs. old. Address Box 
K-37 American Lumberman & Building 
Products Merchandiser. 


FLORIDA IS OUR BUSINESS 


You can buy a business in Florida, either 
whole or part—in active management or as 
an investment. Finding that business for 
you is our business—in confidence. 


WOOD CABINET 
MANUFACTURING COMPANY 


Foremost kitchen cabinet manufacturing 
lant in Florida’s fastest-growing area. 
hows 912% net profit on annual gross vol- 

ume of ,000. Price realistic—terms if de- 

sired—Top business with great expansion 
potential. 


All transactions in confidence. 


A. P PHILLIPS COMPANY 
BUSINESS PROCUREMENT DIVISION 


Phillips Building—Dept. AL 
oO CANDO, FLORIDA 





Lumber & Building Material Business, lo- 
cated in Central Ind. in a rapidly expanding 
industrial and farm area, with excellent 
buildings to store all materials under roof. 
Modern display room and mill. Available to 
settle estate. Will consider sale out-right or 
will sell stock and equipment, and lease 
real estate with option to buy. Address Box 
K-39 American Lumberman & Building 
Products Merchandiser. 





Established building material yard in North- 
western Pennsylvania. Will sell or lease land 
and improvements. Consider any reasonable 
offer. Address Box K-28 American Lumber- 
man & Building Products Merchandiser. 





FOR SALE—Northern Wisconsin sawmill, 
planing mill and dry kiln. Modern. Inven- 
tory optional. Now in operation. Address 
Box K-32 American Lumberman & Build- 
ing Products Merchandiser. 





RAILS WANTED 











RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 





Thoroughly experienced sales and manage- 
ment man in wholesale and retail millwork 
and building materials available in New 
Jersey vicinity for a position requiring initi- 
ative, responsibility and good acquaintance 
with trade. Especially interested in full-time 
exclusive coverage for aggressive manufac- 
turer of building products to cover Metro- 
politan NYC area. Age 29, Married, 2 child- 
en. Resume and trade references on 
request. Address Box K-38 American Lum- 
berman & Building Products Merchandiser. 





SALES REPRESENTATIVE 
AVAILABLE 











WANTED: Distributorship of buildin, 
Material, or Allied Line, wanted for Centra 
or Southern Florida Territory. Address Box 
K-35 American Lumberman & Building 


Products Merchandiser. 





ATTENTION MANUFACTURERS Distributor 
covering Pittsburgh and Tri-State Area call- 
ing on retail lumber dealers, requests 
additional lines for distribution. Write to 
P. O. Box 341 Pittsburgh 19, Pa. 


MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and infermation. 
‘A SPECIALTY CO. 


MINNESOT. 
119 North Fourth Street 
Minneapolis 1, Minn. 





Is equipment maintenance . . . and high labor 
cost in connection with warehousing .. . 
eating away at your profits? Both can be 
reduced substantially and full information 
is available on request. Write today, giving 
name and title, on your business letterhead, 
to Twin-Tilt, P. O. Box I-3, Cincinnati, Ohio. 
No obligation. 
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Yale & Towne Mfg. Co., The 











‘‘Have You Overlooked This’’ 

The following manufacturers were carried 
in the Oct. issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for i convenience. Use 
the Handy Cover Card for more information. 


Acme Steel Co. 93 
Acme Idea Men show you how to improve 
packing and shipping operations. 


Barclite Corp. of America 94 
Color literature and samples offered on 
Barclite fiberglass panels. 


Celotex Corp. 
Attractive folder on Celotex insulating 
sheating line offered with builder's 
name imprinted free. 


Cohn-Hall-Marx Co 
Use handy cover card for information on 
ag, Ay racks and sales aids to help sell 
“Con- 


Continental Steel ae 
Continental fence is 
protect against rust. 


Dexter Industries, Inc. 
“Dexlock’s” 21,000 key changes mean se- 
curity. 


Elite Fabricators 108 

Write for the sales story on “Adjusto- 

* Decorative Iron and ‘“Homecraft”’ 
Aluminum Rail. 


Farley & Loetscher Mfg. Co. 1 
“Qualitybilt” wood casement windows are 
available in a full range of sizes and 
combinations. 


125 
“Flame-Sealed” to 


DU 


Georgia-Pacific 92 
Write for information and sample of G-P’s 
new Factory-Coated Striated. 


Hobart Mfg. Co. 113 
“Kitchen Aid” dishwashers for new kitch- 
en and kitchen remodeling jobs. 


Illinois Lock Co. 
Take advantage of Special Offer on free 
Pi ---\ouaeaa lock display with minimum 
order 


Inland Steel Products Co. 
Price a available on 
products. 


Sinihticbiiies tibiae Co. 98 
M-D features a full line of quality build- 
ing products for doors and windows. 


Masonite ay 96 
Free color folder displays Masonite exte- 
rior products 


McCloskey Varnish Co. ill 
Free samples of “Heirloom” varnishes fur- 
nished upon request. 


National Lock Co. 115 
“Medalist’s’’ new illustrated catalog, con- 
taining list prices and discounts on all 
hardware items, is available to you. 


8 one Shingle Bureau 129 
“Certigrade” label insures mill-in- 
bg material. 


U. 8S. Steel Supply, Div. of U. S. Steel ..110 
copy of new product line catalog is 
offered. 


Yale & Towne 
Yale Towne residential locksets are 
available in a full range of finishes. 


*‘Milcor”’ 
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ARE YOU 





SELLING 





BOARDS OR 





BASEMENT 





REMODELING? 





Lumber prices, high or low, 
mean little to homeowners. 
They’re far more interested in 
the down payment and monthly 
payments required to get more 
living, sleeping or recreation 
space ... in learning how to 
plan it attractively and econom- 
ically. 

To sell this market, try the 
magazine designed exclusively 
for lumber dealer use in attract- 
ing home modernization busi- 
ness, HOME Maintenance & 
Improvement. You'll see in every 
article, on every page, a means 
of stimulating more store traffic 
and more “big ticket” improve- 
ment sales. 

Find out more about this com- 
plete advertising program for 
dealers, published by American 
Lumberman ... you'll be agree- 
ably surprised at the response 
you get, and at a cost of only 
60¢ per year per 
name. Sample 
copy and com- 
plete details on 
request. 


Maintenance and 

Improvement 

Service Manager, Room 503 

59 E. Monroe St., Chicago 3, Ill. 


Send us complete information, with- 
out obligation, on your direct mail 
advertising program for lumber 
dealers. 


Company 
Street 


City, none, state—_.._.__.... 





By - 


123 





A NEW “PROFIT PROTECTOR” 


Monarch Model 22-T 


Price-Marking Machine 


So easy to set! _ 


«oe 
— 


information! 


Cost figures 
in your store's 
code 


Number of 
pieces in ship- 
ment, or other 


desired infor- 
Center line 


821 760 120 : prints from met- 


al type. Useful 
Retail selling b $1295 


for infrequent- 
price clear ly changed da- 
and legible 


mation 


ta such as date 
merchandise 
received, etc 


The perfect Price-Marking answer for most stores, 
large or small—for long or short runs. The secret is 
the ingenious dial-set bands for frequently changed 
data, plus metal type (Model 22-T) or rubber slugs 
(Model 22-S) for infrequently changed data. Mo- 
torized models available. Let us send you full in- 
formation, without obligation, of course, 


AL1159 
MONARCH MARKING SYSTEM LTD. 
216 South Torrence St., Dayton 3, Ohio 
Without obligation to me, please send information on Model 22 
Dial-A-Pricer, and sample labels, 





Larsen invites you to... 


Cash in on the profitable | 
Bonding Agent business with 


these €) outstanding 
products 


ee cre 


Larsen 


TILE-WELD 


(mortar bond 
and grout ad-mix) 


Larsen 


PLASTER-WELD 


(bonds new to 
old plaster) 


Larsen 


WELD-CRETE 


delelaleh-Mal-3, mae) 
ellemeelslena 26-3) 


You’re looking at the “Big 3’’ of the Bonding Agent Business. 
Each is specified and relied upon by major architects, con- 
tractors and builders the world over . . . for new construction, 
re-modeling and repairs. Be a Larsen dealer and cash in on 
the big market for Larsen products. You’re backed by 
national advertising and a broad variety of ‘‘In-store”’ sales 
aids. Write today for complete details of a money-making 
Larsen dealership. 


Address BOX 5756Q 
LARSEN PRODUCTS CORPORATION 
BETHESDA, MD. 


LARSEN ... first with the finest in bonding agents 
Circle No. 82 on Handy Cover Card 





peoosenseeseen ||| OUt and mail Coupon for information:sssssssessses; 











Circle No. 81 on Handy Cover Card 


New Orleans 


You can invest very little... 
_ enjoy the glamor and 
ascination New Orleans offers, 
Spacious airy rooms, complete 
with all comforts. and 
conveniences, including radio, 
air conditioning and. the BEST 
in service. In the Civic Center 
on Lafayette Square close to 


"all main New Orleans activities. 


HOTEL 
$ 


The Mest for your 
Travel Dollar from 


Circle No. 83 on Handy Cover Card 
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UALITY 


Potlatch pine lumber carries the registered Big “A” trademark 


of the Arkansas Soft Pine Bureau. The right to use this symbol of 


superior quality was earned many years ago by both the 


Bradley and Southern mills long, long before they were merged 
under the Potlatch banner. When it’s QUALITY lumber 


you’re looking for—buy POTLATCH! 


Look to Potlatch ™< for Cooling in Lumber 


BRADLEY-SOUTHERN DIvision 


POTLATCH FORESTS, INC. 


WARREN .AREANSAS 


Home of Famous Bradley Straight-Line Oak Flooring--None Finer! 


Circle No. 84 on Handy Cover Card 








Walonal of Stoelieg ? 


TA _, 


MATIONAL MANUFACTURING CO. STERLING ILLIMC 


[ 





IF YOU 
WERE THE 
CUSTOMER 





Which nackage would you choose? 


.- NATIONAL’S VISUAL PAC LINE DEMANDS ATTENTION... SELLS ON SIGHT 


Smart hardware merchandisers know that color helps sell. Do-it-your- 

selfers are impulse buyers . . . they like self-service displays where they WRITE FOR 
can choose visually what they need. National’s VISUAL PAC hardware FREE CATALOG 
is packaged in strong, transparent polyethylene bags—there’s no guessing 

what’s inside. For faster turnover with a minimum of floor space, in- 

vestigate the profit-possibilities of VISUAL PAC hardware. 


NATIONAL MANUFACTURING CO. 
11911 First Ave. Sterling, Hlinois 


Circle No. 85 on Handy Cover Card 














